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ABSTRACT 
Little is know about the types of relationships that individuals pursue through the use 
of In~met personal ads. This study uses a sample of 463 self-selected Internet personal ad 
users to examine how gender, age, marital status, and the presence or absence of children 
influences the type of relationship sought through Internet dating sites. Multinominal logistic 
regression is used to make three different relationship type comparisons: casual sex partner 
versus long-term relationship, platonic relationship versus long-term relationship, and 
platonic relationship versus casual sex partner. Men had significantly greater odds of looking 
for a casual sex partner versus a long-term relationship when compared to women. 
Additionally, males had significantly greater odds of looking for a casual sex partner versus a 
platonic relationship when compared to women. Cohabiting and married individuals showed 
greater odds of seeking a casual sex partner versus a long-term partner and significantly 
lower odds of seeking a platonic relationship versus a causal sex partner when compared to 
never-marrieds. Age was significant only when examining platonic versus long-term 
relationships. No significant effects were found for those who were divorced or had children. 
This study is the first to systematically examine the types of relationships that individuals 
seek through their Internet personal ads. 
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CHAPTERl. 
LITERATURE REIVEW AND HYPOTHESES 
The Internet is revolutionizing the nature of dating and mate selection. In the year 
2000 it was estimated that over 350 million individuals worldwide had Internet access 
(Wallace, 2001). Within the United States, 59% of people were able to connect to the World 
Wide Web by 2002 (Spooner, 2003). Furthermore, in the first half of2003, Americans spent 
an astounding 214.3 million dollars on Internet dating sites and personal ads (Egan, 2003). 
Match.com, one of the more widely known Internet personal ad websites, claims that since 
opening in 1995 there have been more than 15 million active users. In addition, Match.com 
reported that in 2003, 200,000 members had made successful matches through the use of 
their services. 
Previous research conducted by sociologists and psychologists has examined both 
newspaper and online personal ads. However, this research has been primarily concerned 
with the characteristics individuals placing the ads are looking for in a potential mate, what 
they have to offer a prospective partner, what types of information presented in personal ads 
offer the largest 'hit rates', and number of responses (Phaua & Kaufman, 2003; Pawlowski & 
Koziel, 2002; Cicerello & Sheehan, 1995; Davis, 1990). 
Social scientists do not have a clear understanding of the types of relationships that 
people are seeking through the use of Intent personal ads. The stereotype is that those using 
this method are either desperate or looking for a casual sex partner. However, there are 
reasons to believe that this is not the case. Egan (2003) has offered a sociological 
explanation as to why Internet dating is gaining popularity so rapidly. She explains: 
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Americans are marrying later and so are less likely to meet their spouses in high school or college. 
They spend much of their lives at work, but the rise in sexual harassment suits has made workplace 
relationships tricky at best. Among a more secular and mobile population, social institutions like 
churches and clubs have faded in importance. That often leaves little more than the "bar scene" as a 
source of potential mates (Egan, 2003, p. 68). 
Moreover, one trend not mentioned by Egan is the increase in the number of singles who 
have been previously married. We know nothing about how marital status and other social 
characteristics affect the types of relationships that people pursue through the use of Internet 
personal ads. 
While the number of individuals using online personal ads, as well as those 
researching them has grown in recent years, to my knowledge there has been no systematic 
examination of the kinds of relationships people are seeking through online personal ads. 
Furthermore, do these relationship types vary for different types of singles (never-married, 
cohabiting, divorced, and widowed individuals)? 
The Emergence of the Internet as a Place to Meet Potential Partners 
Researchers have identified the importance of family, friends, work, school, and bars 
as marriage markets through which individuals have opportunities to meet potential partners. 
Because individuals meet partners through these locations and social networks, couples are 
typically homogamous, or very similar in racial/ethnic, religious, economic, and educational 
characteristics. However, as these markets become less effective and in some cases non-
existent, people will be more likely to search for partners through alternative means such as 
online personal ads. 
Laumann, Gangnon, Michael, and Michaels (1994) found that Americans were using 
similar settings to find sexual partners. In the National Health and Social Life Survey, a 
representative study of the sexual behaviors of adults in the United States, Laumann, et al. 
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(1994) found that respondents met sexual partners at school, work, private parties, church, 
gyms and social clubs, bars, personal ads, vacation, and elsewhere (for example, at a friend's 
house). 
Laumann, et al. (1994) discovered that of the 1,288 marriages less than 1 % of couples 
met through the use of personal ads. Approximately 1 % of cohabiting couples and 2% of 
short-term partners met through personal ads (Laumann, et al., 1994). These results 
suggesting the number of relationships that began through the use of personal ads should be 
interpreted cautiously. The results of this study were published in 1994, a time in which 
fewer Americans had Internet access. Internet access rates, as well as Internet personal ad 
usage has grown since the data was collected. The survey also did not distinguish between 
Internet and newspaper personal ads. 
While there are risks, for example, deception, associated with Internet personal ads, 
dating online also offers individuals searching for a mate a certain measure of safety and 
control over potential relationships. Ben-Ze'ev (2004) speaks of this greater sense of control, 
The greater interactivity of cyberspace implies that we have greater control over our personal 
relationships. For example, when we so desire, we can either slow them down or increase their 
pace. If someone surprises you - say, by expressing her love for you - you have time to consider 
your response. You do not have to rely merely on your spontaneous responses (Ben-ze'ev, 2004, p. 
3). 
This greater sense of control and time to formulate responses prior to giving them might 
make online personal ads appealing. Online personal ads also have the potential to shield 
individuals from the pain of rejection. Because you are as anonymous as you wish to be 
when using online personal ads, if a person is rejected it is less likely to be damaging to one's 
self esteem. 
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Finally, the convenience of using and accessing online personal ads might help to 
explain why their popularity has grown in recent years. For a large number of individuals the 
World Wide Web is accessible from home, the office, and even cell phones. Furthermore, 
the development of cable Internet services has speed up the process of connecting to and 
working online. While the convenience of Internet personal ads is probably advantageous 
regardless of family status, it may play a larger role in the decision to utilize Internet personal 
ads for singles with more complex family statuses (e.g. single mothers). Convenience should 
not be looked at only in terms of technology. Unlike bars or more formal meeting places, 
individuals can access online personal ads at any time of the day or night. This can be done 
from the privacy of one's own home. Now meeting and mating can occur without getting 
dressed up and going out. Leisure activities outside the home may be more difficult to find 
time for if one has children. Finally, Internet personal ads allow individuals to a wide variety 
of potential partners to choose from. Internet personal ads allow an individual to confess 
their potentially undesirable qualities up front. A person can search for the traits that they 
desire and weed through undesirables without wasting time on unsuccessful dates. 
Type of Relationship Sought Through the Use of Online Personal Ads 
In a rather unique study, economists Cameron and Collins (2000) examined personal 
advertisements placed in an English newspaper. The researchers investigated how several 
factors influenced the type of relationship that was sought through newspaper personal ads. 
There were four possible types of relationships: casual, long-term, platonic, and ambiguous 
(Cameron & Collins, 2000). 
Individuals were categorized as looking for a casual relationship if they referred to 
seeking a mate for sex (Cameron & Collins, 2000: 79). An ad was coded long-term if there 
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was "an explicit stipulation of this or a desire for sexual exclusivity, including mentions of 
marriage" (Cameron & Collins, 2000: 79). The platonic ads included those postings that 
referred to friendship and either explicitly or implicitly dissuaded sexual propositions 
(Cameron & Collins, 2000: 79). The authors do not specifically define what criteria were 
used to classify ads as ambiguous, which is problematic. It appears that those ads that did 
not fit into one of the three alternative categories were considered to belong in the ambiguous 
category, and in fact, this category contained a substantial number of the respondents. 
Based on the number of respondents falling into the ambiguous category, in the 
present study I will be conceptualizing motivations somewhat differently. Respondents will 
be given a list of relationship outcomes to choose from, which I refer to as "relationship 
type." This list will include: casual sex partner, friendship/platonic relationship not 
interested in romance, friendship/platonic relationship interested in romance, long term 
romantic relationship not interested in marriage, long term romantic relationship potential 
marriage partner, romantic relationship with no long term expectations, and other. 
Respondents are self-selecting the relationship type that they are looking for through the use 
of their Internet personal ad, I myself will not be placing them into specific categories. 
While respondents are self-selecting the type of relationship sought, I have 
conceptualized casual sex as those respondents who have a clear motivation of just obtaining 
sexual partners. Second, I have made a distinction between those participants who are 
looking for a friendship/platonic relationship that are still open to the possibility of romantic 
involvement and those who are looking for a friendship/platonic relationship without the 
potential for romance. I have differentiated between long-term romantic relationships with 
an expectation for marriage and with no expectation for a potential marriage partner. These 
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two terms will be used to imply a deeper level of permanence in the type of relationship 
sought, however, there may or may not be an expectation of a future legal relationship. This 
conceptualization works well because I am skeptical that respondents will readily 
acknowledge seeking a marriage partner. I have also included a category romantic 
relationship with no long term expectations. In doing so there is a way to distinguish 
between causal sex relationships and long-term relationships with a relatively high degree of 
commitment involved. 
The Changing Nature of Singlehood and Motivations for Internet Dating 
Gender 
The vast majority of mate selection theories and theories describing human sexuality 
suggest that men and women employ very different strategies when searching for a mate 
(Schmitt, Shackelford, & Buss, 2001). Perhaps one of the most prominent theories is Sexual 
Strategies Theory (SST), proposed by Buss and Schmitt (1993). SST acknowledges that both 
men and women may pursue short-term relationships, or in other words casual sex partners 
(Schmitt, Shackelford, & Buss, 2001). However, SST argues that there are three 
psychological adaptations that make men more likely to pursue short-term mating (Schmitt, 
Shackelford, & Buss, p. 218). "Men possess greater desire for short-term mating than 
women. Men prefer larger numbers of sexual partners over time than women. Men require 
less time before consenting to sex than women" (Schmitt, Shackelford, & Buss, p. 232, italics 
original). 
Based on this, it is expected that men will be more likely to pursue short-term casual 
sex partners through the use of online personal ads. In their study of newspaper personal ads 
Cameron and Collins (2000) found that gender as a variable was just shy of being significant, 
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with women being more likely than men to place newspaper personal ads in order to find a 
platonic relationship. 
Hypothesis One: Men will be more likely than women to seek casual sex partners than 
long-term relationship partners and women will be more likely to seek long-term 
relationships or platonic relationships than casual sex partners. 
Age 
The nature of singlehood in America has transformed quite dramatically over the last 
several decades. Perhaps the most profound change has been that Americans are now 
spending a larger duration of their adult years unmarried. Between 197 5 and 1998 the 
percentages of women married by the time they are 20 to 24 years of age has declined 
substantially for White, African American, and Hispanic women (Teachman, Tedrow, & 
Crowder, 2000). As of 1998 approximately 39% of Hispanic women, 33% of non-Hispanic 
White women, and 15% of African American women are married by the time they are 24 
years of age. While these declines vary by race, what is significant there is a general trend to 
marry later. In the year 2000 approximately two-fifths of women between the ages of25 and 
29 remained unmarried (Bianchi & Casper, 2000, p. 8). At the close of the twentieth century 
the average age at first marriage is at its highest level ever - approximately 25 years of age 
for women and 27 for men (Bianchi & Casper, 2000). 
The increasing age at first marriage can be explained in large part by higher 
educational attainment for both men and women. Only 25% of those born at the beginning 
of the twentieth century received their high school diploma (Riche, 2000: 31 ). In 
comparison, in 1999 the vast majority (83 % ) of adults had achieved this goal (Riche, 2000). 
In the last several decades American workers have experienced a variety of economic 
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hardships that have increased the rewards for receiving a college degree. There has been a 
"shift away from manufacturing and toward services, stagnating or declining wages 
(especially for less-educated workers), high inflation, and a slowdown in productivity 
growth" (Bianchi & Casper, 2000, p. 2). As a result of these difficulties at the close of the 
twentieth century one quarter of Americans aged 25 had received at least a bachelor's degree 
(Riche, 2000: 31 ). Financial independence, and therefore marriage, is hard to achieve if 
young adults today do not pursue higher education. 
The prevalence of young adults attending college has also influenced the living 
arrangements of this segment of singles. Rather than moving out of the home of their parents 
to work and/or marry, young adults today are spending more time living at home or making 
several transitions into and out of their parents' residence (Riche, 2000; Bianchi & Casper, 
2000). These individuals are also likely to take time to establish themselves in their careers 
prior to entering their first marital unions (Riche, 2000; Bianchi & Casper, 2000). 
As discussed previously higher education is one of the primary marriage markets for 
never married young adults. A large number of young adults, the majority of which are 
single, share proximity which facilitates interaction. However, as individuals finish their 
higher education still single finding a mate may become more challenging. This greater 
challenge may then result in the use of online personal ads. 
As people delay marriage, the pool of eligible mates decreases (De Graaf & Kalmijn, 
2003; Kalmijn & Flap, 2001) making the search for romantic attachments increasingly 
difficult. Furthermore, previous research suggests that age influences the type of relationship 
that a person looks for (Cameron & Collins, 2000). In their analysis of newspaper personal 
ads, Cameron and Collins (2000) found that as people aged they were less likely to look for 
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casual sex partners; however, it was not necessarily the case that these individuals were 
looking for long-term relationships in place of casual ones. Instead, it appears that people 
were more likely to fall within the ambiguous category. 
Early in young adulthood the single status is normative. Peer groups are still largely 
composed of other singles so there may be less social pressure to find a serious attachment 
and/or make a long-term commitment. However, as a person ages and greater numbers of 
peers enter into marital unions there may be social pressure as well as personal expectations 
that motivate individuals to search for a long term commitment. While this does not 
necessarily mean that a person will be searching for a marriage partner, as people age they 
will be less likely to look for a casual sex relationship and more likely to search for 
something meaningful. 
Hypothesis Two: As individuals age they will be more likely to seek a long term 
relationship than a casual sex partner. 
Cohabitation 
Several scholars have suggested that our current conceptualization of 'single', 
referring to those who are never married, is inaccurate (Ross, 1995; Bumpass, Sweet, & 
Cherlin, 1991). The category 'single' includes those individuals who are never married, 
cohabiting, separated, divorced, and widowed. Despite the steady increasing age at first 
marriage, research has shown that this does not mean that people are in actuality staying 
single longer. Instead, research has demonstrated that while the age at first marriage is 
increasing, the age at first union is remaining fairly constant (Bumpass, Sweet, & Cherlin, 
1991). "Because of cohabitation, being unmarried is not synonymous with being single. 
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Young people are setting up housekeeping with partners of the opposite sex at almost as 
early an age as they did before marriage rates declined" (Bumpass, et al., 1991, p. 924 ). 
Cohabitation does not necessarily imply a permanent relationship. However, 
typically cohabitating relationships are assumed to have a certain level of commitment and/or 
a norm of sexual exclusivity. The National Health and Social Life Survey suggests that 
while more cohabiting couples have sex outside of their current relationship than do married 
individuals, those who are cheating on their current partners are a relatively small minority 
(Michael, et al., 1995). 
Blumstein and Schwartz (1990) also examined monogamy in cohabiting couples. 
The results showed that cohabiting couples were more likely to report at least one event of 
nonmonogamy in the previous year when compared to married couples. Furthermore, there 
were significant gender differences among cohabitors. Blumstein and Schwartz (1990) found 
that male cohabitors were slightly more likely than female cohabitors to commit an act of 
nonmonogamy (25% of cohabiting males compared to 22% of cohabiting females). The 
authors concluded that the norms of the institution of marriage help to organize and define 
sexuality. 
While it is possible that cohabiting individuals placing online ads are looking for a 
platonic relationship or an alternative to their current relationship, I believe that it is more 
likely that these individuals are looking for a casual sex partner. This group may also be 
problematic because the relationship type selected in the survey may not be the true type of 
relationship sought. 
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Hypothesis Three: Cohabiting and married individuals placing online personal ads are 
more likely to seek a casual sex partner or platonic relationship than a long-term 
relationship than are never-married, noncohabitors. 1 
Divorced/Separated 
The nature of singlehood has also been changed by the number of adults who are 
single after a divorce. The last several decades have shown an increase in the number of 
marriages ending in divorce. At the present time, approximately 50% of all marriages will 
end in divorce (Bumpass, Raley, & Sweet, 1995). Twenty-six percent of American adults 
had been divorced by 1996 (Riche, 2000) .. Of those individuals who have experienced a 
divorce, 75% will eventually remarry ("Stepfamilies Fact Sheet", last retrieved on May 19, 
2005). 
Several factors have been attributed to increasing divorce rates. First, as women 
increase their educational attainment and spend more time in paid labor they have more 
financial freedom from men (Eitzen & Baca Zinn, 2004). In addition, as the number of 
manufacturing jobs that paid a family wage declined, women's labor force participation was 
often necessary for families to maintain their standard of living (Bianchi & Casper, 2000; 
Eitzen & Baca Zinn, 2004). Divorce becomes more likely as women are able to support 
themselves. 
Second, the United States has undergone cultural shifts in attitudes towards 
individuality, divorce and sexual relationships. At the present time, marriage is thought to be 
an institution that should provide fulfillment and personal happiness, if it does not, there are 
1 Originally, cohabiting and married individuals were going to be treated as two separate groups; however, due 
to the small number of cases represented in each of these categories in terms of data, the two hypotheses were 
combined. Married individuals will be discussed later in the literature review. 
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grounds for divorce. "Divorce is a difficult step and one that commands sympathy for the 
partners and children. But it is no longer considered a moral violation. Instead, divorce is 
generally accepted today as a possible solution for marital difficulties" (Eitzen & Baca Zinn, 
2004, p. 453). No fault divorce legislation makes obtaining a divorce easier than it was in the 
past when an individual had to prove fault in order to terminate a martial union (Eitzen & 
Baca Zinn, 2004). Finally, attitudes have become more liberal towards sexual relationships 
outside of a legal relationship. Consequently, divorce may be a more attractive alternative 
than it was in the past. 
I do not expect there to be any significant differences between separated and divorced 
individuals. Previous research suggests that there does not appear to be a norm prohibiting 
people from dating when they are separated from their spouse even though their marriage has 
not legally been terminated (Anderson, et al., 2004). 
Researchers know relatively little about the repartnering strategies of adults who are 
separated or divorced. However, in one rather unique study Anderson, Green, Walker, 
Malerba, Forgatch, and DeGarmo (2004) examined the transitions into dating among parents 
who were separated or divorced. Fully, 79% of participants were involved in some form of 
dating one year after they filed for their divorce, and at this time 53% reported that their 
current relationship was serious (Anderson, et al., 2004). On average, participants had dated 
two partners one year after filing for divorce (Anderson, et al., 2004, p. 66). 
Divorced individuals may face disadvantages that never married individuals do not 
when trying to re-enter the marriage market. First, as people age, the number of potential 
partners also searching for a mate is restricted. "In addition, the remarriage market is more 
difficult for divorced women because men marry somewhat younger women and at later ages 
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there are more women than men" (De Graaf & Kalmijn, 2003, p. 1469). Given the restricted 
number of potential mates, use of online personal ads may be particularly appealing because 
these mate selection services collect the pool of eligible mates for users. 
The 'organized' settings for mate selection discussed above also give some indication 
as to why divorced individuals face challenges when trying to find a new partner. When an 
individual marries, their social networks decrease in size and are closely tied to the network 
of their spouse (De Graaf & Kalmijn, 2003). "Divorce dissolves not only marriage but the 
relationships surrounding it. As a result, the divorced often find themselves outsiders to the 
social worlds they inhabited while married" (Gerstel, 1988, p. 343). After divorce 
individuals have to rebuild their social networks which may be difficult given social 
participation (including participation in voluntary organizations) also tends to decrease after 
divorce (De Graaf & Kalmijn, 2003). Even though social networks decrease, they are still an 
important way to meet a future mate. In their study of repartnered adults, De Graaf and 
Kalmijn (2003) found that approximately 21% of participants met their future partners 
through their social networks. 
While approximately half of all marriages end in divorce, the large majority of 
divorced people go on to remarry or at the very least cohabit. Previous research indicates 
that divorced individuals may be at a disadvantage compared to never marrieds in the 
marriage market. Not only is the pool of eligibles smaller for these individuals, particularly 
women (De Graaf & Kalmijn, 2003) divorced individuals may also be unfamiliar and/or 
uncomfortable with the idea of pursuing a new relationship. Those who had spent extended 
periods of time married prior to divorce may feel alienated from dating experiences. Online 
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personal ads may offer divorced individuals a way to begin dating again without having to 
fear violating dating norms or rejection. 
Hypothesis Four: Divorced individuals will be less likely to seek a casual sex relationship 
and more likely to seek a long term relationship than those who are never married. 
Presence of Children 
Singlehood is no longer a childless state. As American women delay marriage the 
chances of experiencing a nonmarital birth increase. In 1940 just 3 .8% of births were 
nonmarital (Ventura & Bachrach, 2000). In comparison, 32.6% of all births were to 
unmarried women in 1994 (Ventura & Bachrach, 2000). Ventura and Bachrach (2000) 
suggest that the trend of increasing rates of nonmarital childbearing may be slowing or even 
reversing. The number of nonmarital births remained relatively stable between 1994 and 
1999, 33% of all births in 1999 were nonmarital and the percentage remained the same in 
2002 (Ventura and Bachrach, 2000; Downs, 2003). 
Race and ethnicity as well as age influence nonmarital birth rates. The greatest 
proportion ofnonmarital births occurs in the Non-Hispanic White population. 
Approximately 40% ofnonmarital births are to Non-Hispanic White mothers, 
32% of nonmarital births are to African American women, and Hispanic women account for 
25% of all nonmarital births (Ventura & Bachrach, 2000). Contrary to public perception, the 
majority ofnonmarital births occur between the ages of20 and 29 (55%). Twenty-nine 
percent of nonmarital births are to teenage mothers and just 15% of nonmarital births occur 
in women over the age of 30 (Ventura & Bachrach, 2000). 
Many divorced adults do have children. When a marriage ends in divorce, or for that 
matter, when any relationship in which children were present ends, it is women in the 
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majority of cases who retain custody of the children (Stamps, 2002). Women with children, 
regardless of whether those children came from a previous marriage or were born out of 
wedlock, may be disadvantaged relative to those women who are childless when trying to 
find a mate. Children can reduce the opportunities to find a mate for two reasons. First, the 
presence of children can restrict the opportunities that a custodial parent has to go out, 
particularly ifthe children are young (De Graaf & Kalmijn, 2003). Second, "new potential 
partners may be less interested in marrying someone who already has children, either because 
prior children can serve as a source of conflict or friction in the new relationship or because 
such a person is less likely to want to have additional children" (De Graaf & Kalmijn, 2003, 
p. 1470). Previous research has found that because the majority of women are custodial 
parents after the dissolution of a union they have been found to be less likely to repartner 
when compared to men (Bumpass, Sweet, & Martin, 1990). 
Children are likely to influence a custodial parent's motivations to use online personal 
ads in several ways. First, children are time consuming. This may particularly be true for 
female headed households because of the economic disadvantages single mothers face when 
compared to single fathers (Meyer & Garasky, 1993). Economic disadvantage may mean 
more time spent outside the home in paid labor, fewer resources available to hire domestic 
help, and the inability to afford child care in order to date. Research suggests that one of the 
predictors of dating within a year of filing for divorce was the presence of another non-
romantic adult residing within the household (Anderson, et al., 2004). Presumably, other 
adults in the household are able to provide childcare for single parents beginning to date. 
Children do not appear to have the same negative effects on the chances of 
repartnering for men. In their study of the impact of children on new union formation 
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Stewart, Manning, and Smock (2003) found that fathers with residential children were just as 
likely to form a union, either marriage or cohabiting, as were men who had no children. In 
the case of nonresidential children, research finds that nonresidential children were found to 
increase the likelihood that a father would form a cohabiting union (Stewart, et al., 2003). 
Additionally, many single parents, male and female, may worry about the emotional 
and physical safety of their children. The process of a single parent dating may be difficult 
for children to understand. Single parents may try and shield their children from a 
developing relationship until they are relatively certain of its permanence. Online personal 
ads may allow parents to get to know a potential partner to both ensure compatibility and the 
physical safety of their children. 
Previous research has supported this idea. Cameron and Collins (2000) found that 
"the impact of declaring a child is enormous," those individuals who stated in their personal 
ads were much more likely to be looking for a long-term relationship partner (Cameron & 
Collins, 2000, p. 84). When looking at motivations for using online personal ads then it 
would be expected that those individuals with children would be less likely to look for casual 
sex partners. Whether or not a parent had custody of their child(ren)may further influence 
motivations for using online personal ads. 
Hypothesis Five: Individuals with children will be more likely to seek a long term 
relationship than a casual sex partner than people who are childless. 
Widowhood 
Although the American population is aging, there is little reason to believe that at this 
point in time that any more than a small minority of older widows are using Internet personal 
ads to search for potential partners. Selwyn, Gorard, Furlong, and Madden (2003) examined 
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the English population's use of information and communication technologies. While three 
different age groups were studied the results discussed here were from a sample of 3 52 
respondents who were over the age of sixty. 
While the majority of older adults studied had access to computers this did not mean 
that they utilized them. "Although only 17% of the sample were totally without access to 
computers, only 22.4% reported having used a computer during the previous 12 months" 
(Selwyn, et al., 2003: 572). Thirty-two percent of males were computer users. In 
comparison, only 15% of females reported computer usage within the last twelve months. 
Furthermore, only 15% of those sampled had used the Internet, and when used, the most 
common application was to send or receive electronic mail (Selwyn, et al., 2003). 
Previous research suggests that a substantial minority of older adults who are 
widowed or divorced repartner. In a study of divorced and widowed men and women over 
the age of fifty, De Jong Gierveld (2004) found that 13% of those individuals in the sample 
who were available to repartner did so. Furthermore, this research suggests that widowed 
and divorced males are more likely to enter into a new relationship (29% of males compared 
to just 5% of females). The types of relationships most commonly entered into by these 
older adults were marriage, unmarried cohabitation, or a living alone together (LAT) 
relationship, a serious relationship in which couple members are deeply committed to one 
another but maintain separate residences (De Jong Gierveld, 2004). In other words, the 
relationships that widowed older adults typically pursued were long-term in nature. 
Hypothesis Six: Widowed individuals will be more likely to seek a long-term relationship 
than a casual sex partner than never married singles. 
18 
Taken together, the literature just reviewed demonstrates that the nature of singlehood 
has changed throughout the twentieth and into the twenty first century. The category 'single' 
has expanded to include not only never married individuals, but also those who are 
cohabiting, separated, divorced, and widowed. In addition, it is important to note that being 
single does not necessarily mean that an individual is childless. 
Married Individuals 
Within the United States, marriage, as an institution, carries along with it an 
expectation of monogamy. Data from the National Health and Social Life Survey 
demonstrates this. Michael, Gagnon, Laumann, and Kolata (1995), found that approximately 
77% of respondents felt that having an extramarital affair was always wrong. Lending 
further support, "the GSS has included an attitudinal question on extramarital sexuality, and, 
consistently through the years, 70-80% of Americans express complete disapproval of a 
married person having sex with someone other than his or her spouse" (Christopher & 
Sprecher, 2000, p. 1065-66). 
However, while there are cultural prohibitions against extramarital relationships that 
are sexual in nature, they do still occur. Previous research suggests that men are more likely 
than women to engage in acts of infidelity. For example, the National Health and Social Life 
Survey found that when looking across all birth cohorts, approximately 25% of men and 15% 
of women reported having an extramarital affair (Laumann, et al., 1994). 
Several researchers have suggested that the tendency to engage in sex outside of a 
long-term union (either cohabitation or marriage) is a social behavior (Laumann, et al.; 1994, 
Treas & Giesen, 2000). Having supportive social networks, in other words, ties to the larger 
community, may help to prohibit these relationships. Conversely, numerous factors have 
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been found to be predictors of the likelihood to engage in extramarital affairs. Among these 
factors are: a greater interest in sex, larger numbers of previous sexual experiences, race, 
age, and to some extent, living in a large urban area are all positively associated with having 
an extramarital affair (Treas & Giesen, 2000). 
The Internet, with its easy accessibility, affordability, and the potential for individuals 
to be anonymous, offers a new medium in which people can attempt to pursue alternative 
relationships outside of their primary attachment. "The rise in Internet dating as a real and 
quite profitable industry has created something new for the unfaithful: a legitimate forum 
where they can pay to find others who are interested in having an extramarital affair" (Orr, 
2004, p. 128). 
Due to the fact that research on Internet relationships is relatively new, it is 
unsurprising that there are few studies examining infidelity occurring through the use of the 
Internet. Current studies are focused primarily on 'cybercheating', or relationships occurring 
within the context of chat rooms which may or may not include cybersex and does not 
necessarily imply that there will ever be a face-to-face meeting (Whitty, 2005). 
Mileham (2004) interviewed married individuals who were actively using chat rooms. 
A significant number of these individuals were using the Internet to engage in cybersex 
unbeknownst to their partners. Moreover, some participants were forming long term chatting 
relationships in which an emotional bond was present. With this being said, the vast majority 
of those participating (83 % ) stated that they were not cheating because there was no physical 
contact between them and those that they were chatting with (Mileham, 2004). 
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It is expected that the married individuals will be more likely to seek a casual sex 
partner than a long-term relationship. Due to the small number of participants who reported 
their current marital status as 'married', these individuals were included in Hypothesis 3. 
Controls 
Race 
There are several reasons to control for race. First, marriage and divorce patterns 
vary by race and ethnicity. For example, when compared to non-Hispanic Whites, African 
Americans are much less likely to be married. Therefore, African Americans may be 
overrepresented among those who are never-married. 
Research has also demonstrated that there are racial differences in rates of engaging 
in nonmonogamous sexual relationships. Data collected in the Chicago Health and Social 
Life Survey was used to examine these racial differences. The research suggests that 
Hispanics are the least likely to engage in nonmonogamous sex, while African Americans 
were the most likely to participate in this behavior (Youm & Paik, 2004). Therefore, these 
findings suggest that race may influence the types of relationships pursued through Internet 
personal ads, particularly among those in some type of committed relationship, either 
cohabitation or marriage. 
Educational Attainment 
Educational attainment is related to earned income; with higher educational 
attainments increasing the amount of money an individual earns (Stoops, 2004). As such, 
this variable may simply be a proxy for income, or vice-versa. However, there is an 
additional theoretical reason for including educational attainment as a control variable in the 
21 
analysis. Educational attainment among Americans is increasing, therefore, younger 
American cohorts are more educated than earlier generations (Stoops, 2004). Moreover, 
marital status is related to educational attainment, in large part due to these cohort effects. 
Based on this then, higher educational attainments are going to be overrepresented in the 
never-married, cohabiting, and married populations when compared to widowers, perhaps 
then indirectly impacting relationship outcomes. 
Income 
As the number of years in the labor force increase, it is likely that that income earned 
will increase. Therefore, those who are older are likely to fall into higher income brackets. 
Moreover, because a little over half of individuals included in the sample were college 
students, those that are students and never-married will be overrepresented in the lower 
income categories. 
Hours Worked Per Week 
The number of hours worked per week was included as a control variable because 
previous research has implied that those working long hours would be more likely to use 
Internet personal ads. Furthermore, this could impact the type of relationship that an 
individual is seeking. For example, those working long hours may not feel that they have 
enough time for a long-term relationship, therefore, would be more likely to seek a platonic 
relationship or a casual sex partner. 
Region 
Previous research has documented some interesting regional differences that warrant 
controlling for this variable in the analysis. For example, marital status has been found to 
vary based on regional location. Those in the Midwest are the least likely to be separated, 
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widowhood is least common in the West, the highest percentages of never-married 
individuals reside in the Northeast, and finally, those in the South are the least likely to be 
never-married (Kreider & Simmons, 2003). The region in which one resides may then 
impact the pool of eligibles. 
Additionally, Garasky and Meyer (1998) found that there were regional differences in 
the prevalence of single parent families. Single parent, father headed households were most 
common in the West and the South. Single parent, female headed households were 
correlated to this finding, suggesting that overall, this family structure, regardless of the 
gender of the parent, is more common in certain regions of the country. Therefore, the 
region of the country in which an individual resides may influence the likelihood of being a 
single-parent or a person's martial status, and subsequently then, the type of relationship that 
an individual pursues through the use of an Internet personal ad. 
Population Density 
When discussing population density, I am referring to whether an individual resides 
in an urban, suburban, or rural area. Previous research suggests that residing in an urban, or 
central city, area increases the odds of someone having ever engaged in an act of infidelity 
(Treas & Giesen, 2000). However, the relationship between residence and acts of infidelity, 
and more generally, this variable, population density, is most likely a proxy measure of 
liberal attitudes. If this is true, it may be that those living in urban areas have more 
permissive attitudes regarding premarital or extramarital sex, which then, in tum may 
influence the type of relationship sought through the use of an Internet personal ad. 
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How Participants Heard of the Study 
As a final control variable, I included a question regarding how participants were 
informed of the study. Potential respondents were recruited through a number of 
mechanisms that are described in Chapter 3. The majority of participants were either 
informed of the study through their online personal ad provider or received an email in their 
university mailbox. It is possible that there were differences among these two groups of 
individuals. For example, the majority of Americans do not marry until they are over 25 
years of age, a time in which many individuals have already completed college. Therefore, it 
is likely that the student sample is younger and overrepresented in the never-married 
category. 
In the next chapter, I will describe the process that I went through in order to gain 
access to the population of Internet personal ad users. Unbeknownst to me, this population is 
extremely difficult to access, even while the numbers of individuals using Internet personal 
ads are steadily increasing. 
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CHAPTER2. 
FINDING A SAMPLING FRAME 
When I started this research I was taken aback by the lack of sociological research on 
the topic of Internet dating. As I have progressed I have come to realize one reason why 
there is so little knowledge about Internet daters: they are an extremely difficult population to 
access. In this section I will detail the complex and frustrating process that I have gone 
through to access my population of interest. 
When you browse any of the online personal ad sites that litter the World Wide Web, 
one of the most striking characteristics that they all seem to share is the large amount of 
demographic and personal preference data that they collect from members during the 
personal registration and profile processes. Initially, I contacted Match.com in February of 
2004 to try to obtain access to some of this already collected data. At that time I was told 
that there was data available, for example, how many people living in New York are looking 
for a red-head, however as one can see it was not going to be useful for the goals and 
purposes of this project. When I asked about more specific data I was told it would not be 
made available because Match.com was a member of a large corporate conglomerate. They 
feared that releasing such data would allow for manipulation that could influence their stock 
values. 
During this same time period I questioned the public relations employee about their 
policies regarding the use of their service to interview members. I was told that technically 
there were no restrictions on my using the site in this manner but that there were spam guards 
set up that would allow you to only send a certain number of emails per day to protect their 
members from junk email. However, I was informed that Match.com would be willing to 
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gather members for me to interview, thus eliminating the need for me to become a member 
of their services myself. 
The next several months were spent clarifying my research question and writing my 
literature review. Once this was finished I again contacted Match.com in September of 2004. 
At this time I wanted clarification that it was acceptable to become a member of their site in 
order to send out emails to their members which would explain the project, ask for their 
participation, and contain a link to the website at which the survey would be posted. I also 
wanted to know how many emails per day could be sent prior to the spam guard becoming 
active. In this initial discussion I was once again informed that there would be no problem 
with this procedure. Their public relations employee went so far as to offer to try and have 
the spam guard removed so that I could contact members of my sample at a much faster rate. 
When I got a response it was not the one I expected. During the subsequent months 
after the initial discussions with Match.com I was told they had changed their terms of 
service agreement. Not only could they not remove the spam guard for me, I could not use 
their site for my research at all. Any email that solicits members in any way is strictly 
prohibited. 
I began to compose a list of sites and review their respective terms of service. I found 
that to some extent or another, all sites had some type ofrestriction against use of the service 
for spam or junk mail though most terms of service agreements were not nearly as 
comprehensive as Match.corn's. At this point I contacted the Institutional Review Board to 
see what type of agreement, if any, I would have to have from a site in order to use its 
members for my sample. In order to use any Internet personal site I must have written 
consent from the site. 
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As I began the process of trying to find an alternative site to use for the research 
project I uncovered more obstacles. First and foremost, a large majority of these sites do not 
contain any phone numbers to reach employees. Furthermore, when I did manage to find 
phone numbers no one would return the messages I left. A few of the numbers I called were 
no longer in service. Many of the sites provided email addresses, but a large minority of 
them only provide email services internal to the site which requires you be a member in order 
to use it. In other words, there was no email address itself, just an email form on the 
website. Only one letter I sent through this method received a response, which was negative. 
Additionally, upon examining personal ad sites closely you begin to discover that a large 
majority of them are owned by a small handful of corporations. Therefore, they all have the 
same terms of service agreements and the same policies regarding the use of their site for 
research. 
Following the difficulties in trying to obtain access to actual online personal ad users, 
I began to search for alternative methods to gather a sample. I approached the Iowa State 
University Foundation to see if! could gain access to the emails of Iowa State alumni, 
potentially thousands of respondents. As it turns out the Foundation has no policies 
regarding this because no one had ever asked for electronic mailing information before. 
Mailing addresses are available because a list can be taken to a printing services facility so 
that a researcher never actually has a copy of alumni contact information. At the present 
time the Foundation is working on policies for future requests of this nature. 
Next, I began to examine newspapers with the intention of placing an advertisement 
for my research and the URL to the web survey in the personal ad section of several large 
newspapers throughout the country. I searched numerous newspaper websites throughout the 
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country and, much to my surprise, found that the majority of large, and for that matter, small 
newspapers no longer have printed personal ads in the newspaper. When you go to personals 
links on newspaper web pages it almost always takes you to a large online dating site such as 
Match.com or People2People.com. 
Upon seeing this I immediately wondered whether or not actual print copies would 
still have personal ads. I utilized various acquaintances throughout the country that had 
access to large papers such as the New York Times and found that these papers for the most 
part no longer had personal ads in them. Furthermore the papers that did actually have a 
personal ad section contained ads for things such as escort services and phone sex lines rather 
than the traditional 'single white female seeks ... '. Needless to say, I do not believe placing 
ads in those papers that do still have a section titled personals will attract the type of sample 
that I am seeking. My other alternative would be to place an ad in 'announcement' or 
'notice' sections; however, I am not sure that this would generate many respondents. 
I then contacted AOL regarding their policies on sending out email to other AOL 
members. I was told that I can in fact send out emails containing a description of my study 
and a link to the website without violating the AOL terms of service agreement. They were 
kind enough to remove what was essentially a spam guard from my account so that I am now 
listed as a bulk mail sender. In other words, I can send out as many emails as I want without 
having my account flagged. This may be problematic however, because if anyone were to 
report my email as spam to AOL they would secure my account, essentially freezing it, 
making it necessary to call them. The representative I spoke to did not think that this would 
be a problem, but nonetheless, it is a risk that people will not read the email and simply 
report it as spam. In addition, I was unable to obtain written consent because if I was 
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reported as sending spam they have no choice but to secure my account. Finally, I also 
inquired as to whether or not I could place announcements in chat rooms but this is 
prohibited. 
Finally, I began to investigate the viability of using a newsgroup to post 
announcements of the study and a link to the survey online. I contacted Usenet.com, a large 
online newsgroup site that claims to have more than 100,000 different newsgroups available. 
When I spoke with one of their employees in the technical support department I explained 
that I was a graduate student working on my Masters thesis and asked if there were any 
restrictions against me posting an announcement for a web survey with a link. I was told that 
there were no restrictions against that and that if I call when the manager is working I should 
be able to obtain written consent. However, upon contacting management I encountered a 
situation that was similar to my experiences with AOL. I was told that there were no 
restrictions against my posting online but they were not willing to give me written consent to 
do so. Based on this lack of consent newsgroups were also dropped from my sampling 
strategy. 
In the next chapter, I explain my sampling strategy in detail. Throughout the course 
of the study, multiple sampling methods were utilized to gain accesses to the largest number 
of potential respondents possible. While the process of finding and contacting these 





Because of the difficulty I had in accessing this population, I found it was necessary 
to combine multiple sampling methods. To begin, I partnered with a moderately sized, 
mainstream Internet personal ad site. In order to notify members of my survey, the site 
administrators composed an email which I approved.2 This email was then sent to all 
registered members of the Internet dating site. Because the email was sent by the site's 
operators, I did not violate the terms of service agreement for the site and had no direct 
contact with the potential respondents. In the letter, there was a link to the webpage on 
which the survey was being hosted making it the survey easily accessible to interested 
parties. There were approximately 17 ,500 registered users at the time the email was sent, of 
which approximately 5,000 were active members. In addition to this, the site posted a banner 
at the bottom of the homepage which flashed details about the survey. Clicking this link 
would also take potential respondents to the survey website. 
Next, all members of the Iowa State University student body were sent an email 
notifying them of their chance to participate in the study.3 I, as a researcher, never had direct 
access to student emails. The Solution Center at Iowa State University sent out a mass email 
to all students who had not otherwise had their names removed from the University's list. 
This email, which was similar to the email sent out through the Internet dating site contained 
a link for students to click on to be directed to the survey webpage. 
2 See Appendix C for a copy of the letter sent to all registered users. 
3 See Appendix D for a copy of the letter sent to Iowa State Students. 
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Finally, a snowball sampling strategy was employed. I used two methods. First, 
those who participated in the study and completed the survey viewed a notice on the 
concluding page thanking them for their participation and asking them to forward the link on 
to any individual that they knew who was currently using an Internet dating site that might be 
interested in participating. In addition to this, a fellow graduate student who was well 
connected with individuals who actively used Internet personal ads forwarded my email 
message sent through Iowa State University to other Internet personal ad users. 
Procedures 
Participants who were recruited through one of the methods above visited the website 
at which the survey was located. Web based surveys have two primary limitations that 
traditional mail surveys do not have. First and foremost, not everyone has access to the 
Internet, therefore, samples collected through this method will not be representative of the 
general population (Schafer & Dillman, 1998). Second, response rates in this type of survey 
methodology have not been as high as those found through mail survey (Schafer & Dillman, 
1998). Persons using the Internet are often so overwhelmed with 'spam' email that they 
often do not read all mail sent to them. 
Respondents were entirely self-selected and participation was voluntary. Prior to 
beginning the survey informed consent was obtained. The web link posted on the various 
notifications directed participants first to a page with an informed consent document. In this 
document participants read a brief description of the study, the benefits that this study may 
provide for society and an explanation of any potential risks that there may be to respondents 
based on their participation (these were minimal). At the end of the informed consent 
document, respondents were asked to check 'I agree'. It was only after potential respondents 
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agreed to participate that they were directed to the actual survey. Respondents were notified 
in the informed consent document that any question that they did not wish to provide an 
answer for was to be skipped. Additionally, respondents were free to withdraw from the 
survey at any time prior to completion. Upon completion of the survey, respondents were 
thanked for their participation. In addition, respondents were asked to tell anyone else that 
they knew using Internet personal ads about the opportunity to participate. 
Due to the complexity of setting up an Internet survey, as well as the need for 
adequate security for collected data, I contacted Iowa State University's Office of Academic 
Information Technologies to assist me with hosting my web survey. During survey 
development I was told that, 
The survey was conducted on equipment maintained by Iowa State University, Office of Academic 
Information Technologies (AIT). The equipment was under the supervision of AIT's Web 
Development Services and was monitored twenty-four hours a day, seven days a week by AIT's 
operation staff. Only the Web Development Services staff had direct access to the equipment that was 
used to host the survey (Personal correspondence with head of AIT). 
No indentifiable, personal information was recorded by AIT with participant responses, nor 
were participants asked to divulge identifiable information within the survey itself. Each 
computer has its own unique IP address. The equipment at AIT was able to transform the IP 
addresses of survey participants into random letter and digit combinations. These letter and 
digit combinations were not traceable in terms of being able to identify specific respondents. 
However, they do add validity to the study because each computer's IP address would always 
be transformed into the same combination making it possible to investigate whether there 
were multiple responses occurring from the same computer. 
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Analytic Sample 
The data for the survey was gathered over the period of one month (February 3, 2005-
March 4, 2005). The initial data collection started with the Internet dating site. Therefore, 
that portion of the sample had access to the survey for the whole month. Iowa State 
University students were notified of the opportunity to participate approximately two weeks 
into the data collection. As expected, the majority of respondents participated within the first 
few days of notification, with a drop off in response rates thereafter. 
The data collection yielded 2,257 potential cases initially. While this number seems 
quite large, it should be noted that conducting the survey online is somewhat different than 
through more traditional survey methods. The sampling strategy utilized provided numerous 
individuals access to the survey that were not actually using Internet personal ads. Because 
this was an online survey then, individuals who would technically not qualify for the study 
were still able to access the survey to look just for curiosity's sake. Upon further 
examination it was quickly apparent that the survey generated a great deal of interest in terms 
of potential respondents examining the survey without actually filling out any responses. My 
initial step then was to eliminate any cases in which there were no responses. This left me 
with 1,135 cases that could potentially be included in the sample. 
Next, I eliminated any cases in which it appeared that the same respondent answered 
the survey more than once. All cases in which there were more than one entry for a given 
random letter-digit combination were examined carefully. Generally, in cases in which this 
occurred there was one entry with partial data with a second, fully completed entry. The 
entry with the most data was kept while any other entries were discarded. In some cases of 
identical random letter-digit IP addresses appear to be a product of a public computer 
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terminal, or perhaps roommates taking the survey from the same computer. This is not 
unsurprising given that the majority of the sample was from the Iowa State student body. I 
examined questions on age, sex, and occupation to determine if the responses appeared 
different. If responses were different on at least one of these three examined questions they 
were considered separate cases. 
I only had to eliminate four cases in which it was obvious that the respondent was not 
taking the survey seriously. For example, the final portion of the survey gave participants the 
opportunity to share any additional insights or comments about the survey that they felt that 
I, as a researcher should know. For this section of the survey one of my 'bogus' cases wrote 
the following: "Mass spam such as this compromises the whole integrity of email. You are 
committing a great crime, and I hope you burn in hell." After eliminating those individuals 
participating more than once, and those with invalid data I was left with 1,090 cases that 
could potentially be included. A total of 45 cases were eliminated through the mechanisms 
described above. 
Next, based on my variables of interest necessary for testing my hypotheses, I 
eliminated any cases in which individuals did not answer the question regarding the type of 
relationship that they were seeking through the use of Internet personal ads. Four hundred 
and fifty six respondents did not answer this question, or approximately 42% of the 
remaining 1,090 cases included in the sample prior to this time. After evaluating the survey 
instrument, it appears that a great deal of the attrition in the sample can be explained by two 
questions preceding the question regarding the type of relationship that respondents sought. 
Participants were asked: "In general, how often do you access your Internet personal ad 
account to check for new potential matches," followed by the question: "How many Internet 
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personal ad sites are you currently actively using (actively means that you have a profile 
posted and are checking for potential matches)?" While the email that I sent to Iowa State 
University students clearly stated that I was interested only in those individuals who were 
using Internet personal ads, not chat rooms, I received numerous emails from students 
expressing frustration. Several of them had explained that they had started to participate, and 
wished to be included in the study, however, only sought potential partners through the use 
of chat rooms. My sense is that this has a great deal to do with the number of cases missing; 
most respondents who did not complete the survey stopped participating after one of these 
two questions mentioned above. 
The question regarding the type of relationship that participants sought was used 
again to further narrow the sample; respondents who indicated that they were looking for a 
romantic relationship with no long-term expectations (n = 41), and those who chose the 
other, please specify (n = 33) categories were eliminated (approximately 12% of the 634 
respondents that remained for possible inclusion). There were insufficient numbers for 
analysis in these two response options and I did not feel comfortable combining these 
responses with the other categories. Additionally, most of the time in the fill in response 
option there was inadequate information to recode the relationship choices of participants. 
This left me with 560 respondents in my sample. 
Next, I eliminated any cases in which current marital status was not provided. Ninety 
four participants did not supply an answer to this question, or approximately 17% of those 
remaining in the potential sample. This loss of cases can most likely be partially explained 
by the location of the question. The questions that focused on demographic information were 
asked at the very end of the survey which was quite lengthy. 
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Finally, I eliminated three cases in which a participant did not specify whether they 
were male or female. The final number of included participants was 463. The distribution of 
variables appears in Table 1. 
Dependent Variable 
Type of Relationship Sought Through the Use of Internet Personal Ads 
The primary dependent variable for the purpose of this paper is the relationship type 
that Internet personal ad users are seeking. In order to assess this, participants were asked to 
respond to the following question. "What type of relationship are you looking for through 
the use oflnternet personal ads? (Please indicate the type of relationship that you would 
MOST like to find)." Respondents had a choice of seven possible response categories: (1) 
casual sex partner, (2) friendship/platonic relationship, not interested in romance, (3) 
friendship/platonic relationship with the potential for romance, ( 4) long-term romantic 
relationship, not interested in marriage, (5) long-term romantic relationship, potential 
marriage partner, (6) romantic relationship with no long term expectations, (7) other, please 
specify. 
The 'romantic relationship with no long term expectations' and the 'other, please 
specify' categories were eliminated from the final sample due to lack of sufficient numbers, 
though there were respondents within each of the seven categories. In addition, it was 
necessary to combine several categories that individually would not have had enough cases 
to warrant individual consideration. By combining 'friendship/platonic relationship, not 
interested in romance' and 'friendship/platonic relationship with the potential for romance' 
categories, a new category was created, those looking for a 'platonic' relationship. The same 
strategy was used for two additional categories: 'long-term romantic relationship, not 
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interested in marriage' and 'long-term relationship, potential marriage partner.' These were 
combined to create a new category, 'long-term'. For the final analysis approximately 16% 
reported seeking a casual sex partner, 38% were looking for some type of platonic 
relationship, and 46% were trying to find a long-term partner. Any respondents who did not 
respond to this question were excluded from the analysis. 
Key Independent Variables 
Gender 
Participants were asked to respond to the following question: "What is your sex?" 
Males were the majority (approximately 62%). As mentioned previously, any cases in which 
this question was not answered (n = 3) were eliminated. Because sex is one of the key 
variables used in the analysis it was decided that it was problematic to make assumptions 
about a participant's sex. 
Age 
Participants were asked to report their age, in years as of their last birthday. The 
mean age of the sample was 31 years, with a range from 18-70. The sample criteria (as well 
as regulations for online dating sites) excluded anyone under 18 years of age, therefore, 
participants who were under 18 were excluded from the analysis (n = 2). Any missing data 
(n = 25) was recoded to this mean age of the sample. In addition, a categorical variable was 
also created in order to report percentages of the sample falling into each age group (18-21, 
22-24, 25-29, 30-39, 40-49, and 50-70). Within the sample, approximately 29% were 
between the ages of 18-21, 17% were 22-24, 11%were25-29, 16% were 30-39, 15% were 
40-49, and 11 % were between the ages of 50 and 70. 
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Marital Status 
In order to assess marital status, participants were asked to respond to the following 
question: "What is your marital (relationship) status?" Respondents were given five possible 
response categories: (1) never married, (2) cohabiting (living with a romantic partner), (3) 
married, (4) separated/divorced, and (5) widowed. 
The most frequently occurring marital status reported was those who were never 
married (approximately 64%), followed by separated and divorced (approximately 24%). 
For the final analysis I combined cohabiting and married respondents. Taken separately, 
these categories would not have had enough cases for inclusion. When combined, cohabiting 
and married respondents comprised 8% of the sample. Finally, widowers were the smallest 
category, accounting for only 4% of the final sample. 
Presence of Children 
The survey instrument contained a number of questions about parenthood and the 
presence or absence of children residing within the household. Participants were asked the 
following question: "Do you have any children?" Those respondents with children were also 
asked the following: "How many children do you have?" "Do your children live with you 
full time?" "Of those children who live with you, how many are under the age of 18 (please 
specify the number of children who are under 18 that reside in your household at least part of 
the time)?" "Are you the sole caregiver of your children?" "If you are not the sole caregiver 
of your children, who else has the role of caregiver in addition to you (please specify the 
relationship between yourself and the additional caregiver, e.g. husband/mother)?" 
The only question included in the final analysis was the question: "Do you have any 
children?" There were only 49 participants who had children residing in their household 
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under the age of 18. Additional models were run including the question: "Of those children 
who live with, how many are under the age of 18 (please specify the number of children who 
are under 18 that reside in your household at least part of the time)" however, including this 
data as opposed to whether or not a respondent had children at all did not better enhance 
model fit. This should be interpreted cautiously however, given the small number of 
respondents who had resident children at least part of the time under the age of 18. 
The majority of participants did not have any children (72%). Any missing data (n = 
1) was recoded to the mode, no children. 
Controls 
Race 
Race was included as a control for the model. Participants were asked the following 
question: "What is your race?" There were seven potential response categories: 
(1) Hispanic/Latino/a, (2) Non-Hispanic White, (3) African American/Black, 
(4) Asian/Pacific Islander, (5) Native American, (6) Multiracial (more than one race), 
(7) other, please specify). The vast majority of those responding were white (approximately 
89% of the sample). 
Because there was little diversity within the sample, the following categories were 
combined to create a new category of 'Non-White': Hispanic/Latino/a, African 
American/Black, Asian/Pacific Islander, Native American, Multiracial (more than one race), 
and other, please specify. Prior to including those who chose 'Other' in the initial question 
the write-in component was examined. Any respondents who wrote in 'Caucasian' or 
'White' were recoded to the 'Non-Hispanic White' category. This new 'Non-White' 
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category accounted for approximately 11 % of the sample. Missing data (n = 3) was recoded 
to the mode 'White.' 
Educational Attainment 
Education attainment was assessed by asking participants to report the highest level 
of education completed. There were ten possible response categories: (1) grammar school, 
(2) high school or equivalent, (3) vocational/technical school (2 year), (4) some college, 
(5) college graduate (four year), (6) Master's degree, (7) Doctoral degree (PhD), 
(8) professional degree (e.g. MD), (9) other, please specify, (10) do not wish to answer. 
For the analysis a number of these options were combined to create new categories. 
One respondent reported that they had only completed grammar school. Therefore, the 
'grammar school' and 'high school or equivalent' categories were collapsed to create a single 
category of 'high school or equivalent.' While a large portion of the sample reported that 
they had 'some college', few respondents had a technical or vocational degree. Based on 
this, these two categories were collapsed to create a new category 'some college.' 
Independently, the following categories would not have had enough cases for analysis: 
'Master's degree', Doctoral degree (PhD)', and professional degree (e.g. MD).' Therefore, 
these three categories were collapsed to create a new category 'greater than a college degree.' 
Additionally, this solved the problem of what do with respondents who had some graduate 
work, without yet obtaining a degree. Individuals choosing 'other' with a write-in response 
were recoded to the appropriate categories. 
Based on the new categories 12% of respondents had a high school or equivalent 
education, 62% had some college, 17% had a college degree, and 9% had greater than a 
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college degree (e.g. some graduate work). Any missing data (n = 1) and 'do not wish to 
answer responses' (n = 10) were recoded to the mode, 'some college.' 
Income 
Participant's income was determined by the following question: "Please indicate 
your current household income." There were twelve categories from which participants 
could choose: (1) Under $10,000, (2) $10,000 - $19,999, (3) $ 20,000 - $29,999, 
(4) $30,000 - $39,999, (5) 40,000 - $49,999, (6) $50,000 - $59,999, (7) $60,000 - $69,999, 
(8) $70,000-$79,999, (9) $80,000-$89,999, (10) $90,000 - $100,000, (11) over $100,000, 
(12) do not wish to answer. 
This variable was recoded into five categories based on the distribution of the data. 
The categories 'under $10,000', '$10,000 - $19,999', and '$20,000 - $29,999' remained the 
same as the original question due to the large number of cases in each of these options. 
However, I collapsed '$30,000 - $39,999' and '$40,000 - $49,999' due to insufficient cases 
for inclusion if analyzed separately. This created a new category of '$30,000 - $49,999.' 
The following categories were collapsed to create a new category of 'over $50,000': 
'$50,000 - $59,999'' '$60,000 - $69,999'' '$70,000-$79,999'' '$80,000-$89,999'' '$90,000 -
$100,000', 'over $100,000.' There were not enough respondents falling within each 
category to warrant separate consideration. 
After recoding all data the majority (47%) of the sample fell into the 'under $10,000' 
category. The remainder of the sample was as follows: '$10,000 - $19,999' (16%), 
'$20,000 - $29,999' (10%), '$30,000 - $49,999' (15%), and 'over $50,000' (13%). Any 
missing data (n = 4) and category twelve, 'do not wish to answer' (n = 77) were recoded to 
the mode, which was 'under $10,000.' 
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Hours Worked Per Week 
The number of hours worked per week was assessed through the following question: 
"On average, how many hours do you work for pay per week?" Respondents had nine 
possible response categories: (1) I do not work for pay, (2) 0 - 5, (3) 6 - 10, ( 4) 11 - 20, 
(5) 21 - 30, (6) 31 - 40, (7) 41 - 50, (8) 51 - 60, (9) over 60 hours per week. 
This variable was recoded into three categories to better reflect typical definitions of 
work. The first category, 'I do not work for pay' remained the same. However, '0-5 hours', 
'6-10 hours', '11-20 hours', and '21-30 hours' were combined to create the new category '0-
30 hours per week'. Finally, the remaining four categories, '31-40 hours', '41-50 hours', 
'51-60 hours', and 'over 60 hours per week' were collapsed to create the new category 'over 
30 hours per week.' 
The majority of the sample (41%) worked between 0 and 30 hours per week, however 
followed by those who worked over 30 hours per week (39 %). A substantial minority (20%) 
of the respondents reported that they did not work for pay. This may be due to the large 
number of college students participating in the survey. Additionally, a number of 
respondents reported that a physical disability impaired working for pay. Any missing data 
(n = 3) was coded to the mode, category two '0- 30 hours per week.' 
Region 
Participants were asked to respond to the following question: "In which state is your 
primary residence located?" A drop down list of all fifty states was provided for respondents 
to select the state in which their principal residence was located. These states were then 
recoded to one of four regions defined by the U.S. Census Bureau; Northeast, Midwest, 
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South, and West.4 The sample in terms of geography was actually quite diverse; however, 
Midwestern states were overrepresented because the entire student body of Iowa State 
University was notified of the opportunity to participate. There were only six states from 
which there were no respondents included in the final sample (Colorado, Delaware, Hawaii, 
New Hampshire, Rhode Island, and Wyoming). The majority (71 %) of the sample was from 
the Midwest, followed by South (16%), West (9%), and Northeast (4%). Any missing data 
(n = 8) was recoded to the mode 'Midwest.' 
Population Density 
The population of the area in which the respondent lived was added as a control 
variable. This was assessed through the following question: "Which of the following best 
describes the area you live in?" There were three possible response categories: (1) urban, 
(2), suburban, and (3) rural. The majority of respondents reported that they lived in a 
suburban environment (44%), followed by urban (31%), and rural (26%). Any missing cases 
( n = 1) were recoded to the mode 'suburban.' 
How Participants Heard of Study 
Because multiple methods were employed to gather the sample, I added a question to 
control for how participants heard of the study. Respondents were asked the following 
question: "How did you hear about this study?" There were five response categories 
initially: (1) I received an email through my Internet personal ad provider, (2) I read a notice 
posted in a coffee shop, (3) I received an email through Iowa State University, (4) from a 
friend, and (5) other, please specify. 
4 Appendix E contains a list of all states within each region as defined by the U.S. Census Bureau. 
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For the analysis I retained 'I received an email through my Internet personal ad 
provider' and 'I received an email through Iowa State University' as these were my primary 
methods used in my sampling strategy. Category two, 'I read a notice posted in a coffee 
shop' was originally a mechanism that I thought that I might use, however, decided after 
survey construction not to include. Nonetheless, a small minority of respondents (n = 4) 
reported that this is how they heard of the study. Due to lack of sufficient numbers to 
warrant analysis independently, this category and the categories 'from a friend' and 'other, 
please specify' were combined to create the general category 'other.' The majority of the 
sample (53%) reported that they heard about the study through a notification in their Iowa 
State University email account. However, a substantial minority (43%) reported that they 
were notified through their Internet personal ad provider which helps add diversity to the 
sample. Only 5 % of the sample fell into my newly constructed 'other' category. Any 
missing data (n = 1) was recoded to the mode 'I received an email through Iowa State 
University.' 
Analytic Strategy 
First, I calculated the descriptive statistics for each of the variables included within 
the model. Next, I ran cross tabulations ofrelationship types by each of the independent 
variables. Finally, multinomial logistic regression was used to predict the odds of a 
respondent falling into one of three relationship categories (causal, platonic, or long-term) 
based on their sex, age, marital status, and the presence or absence of children, while 
controlling for a number of other demographic characteristics. Logistic regression is an 
appropriate method of analysis when you have a dependent variable that is categorical 
(DeMaris, 1995). A multinomial logistic regression was necessary because the dependent 
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variable, type of relationship sought through the use of Internet personal ads, had three 
relationship categories, as opposed to dichotomous categorical variable, which would have 
dictated the use of logistic regression. 
I estimated a series of models to test my hypotheses. For each of the variables the 
modal category was used as the omitted or 'reference'.category. Only the full model 
containing all independent and control variables will be reported in the results section 
because the coefficients for my variables of interest were generally similar across models 
with and without controls. In a few cases, there were differences and these will be discussed 
in the results section. 
The majority of my hypotheses concern the contrast between seeking a casual sex 
partner and a long-term relationship. But Hypothesis 1 (men will be more likely than women 
to seek casual sex partners than long-term relationship partners and women will be more 
likely to seek long-term relationships or platonic relationships than causal sex partners) and 
Hypothesis 3 (cohabiting and married individuals placing online personal ads are more likely 
to seek a causal sex partner or a platonic relationship than a long-term relationship than are 
never-married, noncohabitors) also concern seeking a platonic relationship. Moreover, this 
category "platonic," which was not anticipated based on the literature, emerged as a 
meaningful group and therefore, I will discuss these results for all of my key variables, 





The distribution of the variables, as described previously is contained in Table 1. In 
Table 2, the reader will find the proportions of each of the independent variables falling 
within each of the three relationship types: casual, platonic, and long-term. The descriptive 
analysis demonstrated that there were large differences between men and women when 
looking at those individuals who reported seeking a causal sex partner through the use of 
their Internet personal ad, which lends initial support to Hypothesis 1. Of those looking for a 
casual relationship, 92% were men while only 8% were women. The differences between 
men and women were not as great when comparing those looking for a long-term 
relationship. Within this category, 62% were men and 38% were women. Finally, when 
examining the proportions of those falling within the platonic relationship category, Table 2 
shows that the difference between men and women is very small, 51 % of men compared to 
49% of women. 
For the descriptive analyses, age was run as a categorical and continuous variable. Of 
those seeking a causal sex partner through the use of their Internet personal ad, 20% were 
between the ages of 18-21, 21%were22-24, 5% were 25-29, 19% were 30-39, 19% were 40-
49, and 16% were 50-70 years of age. 
Those looking for a platonic relationship tended to be younger. Of those looking for 
a platonic relationship 44% were 18-21, 17% were 22-24, 10% were 25-29, 12% were 30-39, 
11 % were 40-49, and only 6% fell into the category of 50-70 years of age. 
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Finally, turning to those looking for long-term relationship Table 2 shows that the 
largest proportion of individuals were 18-21 years of age (20% ). Furthermore, of those 
looking for a long-term attachment, 16% were 22-24, 14% were 25-29, 18% were 30-39, 
17% were 40-49, and 15% were 50-70 years of age. 
Next, Table 2 shows the distribution of the type of relationship sought by marital 
status. Among those looking for a causal sex partner, the majority are never-married 
individuals (52%). Significant minorities of those seeking a casual relationship were 
cohabiting or married (19%) or separated and divorced (25% ). Only 4% of those reporting 
that they wished to find a casual sex partner thorough their Internet personal ad were 
widowed. The vast majority of those reporting that they were looking for a platonic 
relationship were never-married individuals (75%), while only 7% of cohabiting and married 
individual, 16% of separated and divorced individuals, and 2% of widowed persons were 
looking for this relationship outcome. Among those reporting that they were seeking a long-
term partnership, once again the majority were never-married (60%), while a significant 
minority of individuals looking for this relationship type were separated and divorced (31 % ). 
The percentages of persons looking for a long-term relationship that were either cohabiting 
or married or widowed were very similar, 5% and 4% respectively. 
Finally, Table 2 examines the how the presence of children influences the type of 
relationship sought. Of those looking for a causal sex partner, 31 % had children. 21 % of 
those interested in a platonic relationship reported the presence of children, and 33% of those 
seeking a long-term partnership were parents. 
The chi-square tests for each of the crosstabulations indicated that the relationship 
types are statistically different across all of the independent variables. However, the results 
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just reported are simply descriptive. Therefore, there is no way to know how much of the 
differences being shown are due to lack of controlling for other key social factors. 
Therefore, multivariate analyses are necessary and the findings from these analyses will be 
presented next. 
Mulitvariate Findings 
Table 3 shows the effect that sex, age, marital status, and the presence of children has · 
on the type of relationship sought through the use of Internet personal ads while controlling 
for relevant social and demographic characteristics listed in Table 1. Because of the 
complexity of the analysis, I will report the results working down the first column of the 
table, reporting the odds of seeking a causal sex relationship versus a long-term relationship 
first. Next, I will discuss the odds of looking for a platonic relationship versus a long-term 
relationship. Finally, I will report the odds of searching for a platonic relationship versus a 
casual sex partner. 
Casual Sex Versus Long-Term Partner 
The results for this section are presented in the first column of Table 3. Recall that 
Hypothesis 1 suggested that men would be more likely than women to seek casual sex 
partners than long-term relationship partners and women will be more likely to seek long-
term relationships or platonic relationships than casual sex partners. The first half of this 
hypothesis then is based on the comparison of causal sex versus long-term relationships. 
Females were found to have significantly lower odds of searching casual sex partner as 
opposed to a long-term relationship when compared to males (b = -2.461), supporting 
Hypothesis 1 for this relationship comparison. 
48 
Hypothesis 2 stated as individuals age they will be more likely to seek a long-term 
relationship than a casual sex partner. This hypothesis was not supported. When comparing 
those who were seeking a casual sex partner to those who were looking for a long-term 
relationship, age did not increase the odds of looking for a long-term relationship partner. 
Hypothesis 3 was as follows: cohabiting and married individuals placing online 
personal ads are more likely to seek a casual sex partner or a platonic relationship than never-
married, noncohabitors. Similar to Hypothesis 1, part of this hypothesis will be addressed in 
this relationship comparison of casual versus long-term relationships. The results showed 
that cohabiting and married individuals have significantly greater odds of looking for a 
causal sex partner as opposed to a long-term relationship when compared to the omitted 
category, never married individuals (b = 2.719).5 In separate analyses I ran the full model 
varying the reference category for marital status, in other words, I compared each marital 
status against cohabiting and married individuals to assess the odds of seeking a casual sex 
partner versus a long-term relationship. For each marital status (never married, separated and 
divorced, and widowed) participants were less likely to be seeking a causal sex partner 
versus a long-term relationship when compared to cohabiting and married individuals, and 
these differences were statistically significant. 
Another way to examine this hypothesis would be to examine the odds ratio. 
According to DeMaris (1995), "exp(bJJ is the estimated odds ratio for those who are a unit 
5 I also ran a separate analysis in which cohabiting and married individuals were left as two distinct categories. 
In this model, cohabiting and married individuals were both had significantly greater odds of seeking a casual 
sex partner as opposed to a long-term relationship when compared to never-married individuals. Furthermore, I 
ran another model in which I used cohabiting individuals alone as a reference group. This allowed me to 
examine whether or not there were differences between cohabiting and married persons. In this test, being 
married approached significance, with married individuals showing greater odds of seeking a casual sex partner 
as opposed to a long-term partner when compared to cohabiting individuals, suggesting that the differences 
between these two groups warrants further consideration in later research. 
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apart on Xk, net of other predictors in the model. For dummy coefficients, a unit difference in 
xk is the difference between membership in category xk and membership in the omitted 
category" (p. 959). When compared to never married individuals, the reference category, 
cohabiting and married individuals who participated in the study were 15 times more likely 
to be looking for a casual sex partner (exp (2.719) = 15.159) than a long-term partner. 
Hypothesis 4 also looked at the martial status variable. Hypothesis 4 stated that 
divorced individuals will be less likely to seek a casual sex relationship and more likely to 
seek a long-term relationship than those who are never married. This hypothesis was not 
supported. Additionally, I varied the reference category in the full model. When separated 
and divorced is used as the reference category for this relationship comparison there are only 
significant differences for cohabiting and married individuals. Cohabiting and married 
individuals in this model are more likely to be looking for a causal sex partner versus a long-
term relationship when compared to separated and divorced individuals. 
Hypothesis 5 was that individuals with children will be more likely to seek a long-
term relationship than a casual sex partner than people who are childless. This hypothesis 
was also not supported when comparing those seeking a casual sex partner versus a long-
term relationship. I also estimated a model containing the variable that indicated that 
children under the age of 18 were present in the household as opposed to just having children 
in general because this allowed me to examine whether or the presence of younger children 
in the household influenced partnering decisions. However, the presence of children under 
the age of 18 in the household was not a significant determinate of the type of relationship 
that an individual reported seeking through the use of their Internet personal ad in this or any 
other relationship comparison. These results should be interpreted cautiously however, given 
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the small number of cases included in the sample in which respondents had children present 
in the household under the age of 18. 
Finally, Hypothesis 6 returned to the martial status variable to look at the type of 
relationship that widowed individuals were seeking through their Internet personal ads. 
Hypothesis 6 stated that widowed individuals will be more likely to seek a long-term 
relationship than a casual sex partner than never-married singles. This hypothesis was not 
supported. These results should be interpreted cautiously given the small number of cases 
that were included within this martial status. 
Within the control variables, the model showed that those with greater than a college 
degree (i.e. Masters degree or some graduate work) had lower odds of seeking a causal sex 
partner as opposed to a long-term relationship when compared to those subjects with some 
college (b = -1.366). In addition, those with a high school education also approached 
significance to be less likely to seek a causal sex partner and more likely to look for a long-
term relationship when compared to those with some college (b = -0.914). Finally, also 
approaching significance were those respondents reporting incomes between $20,000-29,999 
per year compared to lower income respondents. Though not quite significant, these 
individuals had greater odds of seeking a casual sex partner rather than a long-term partner 
when compared to the omitted category of those earning less than $10,000 per year (b = 
0.973). It should be noted that the number of hours worked per week, region, population 
density, and how participants heard of the study had no effect. 
Platonic Versus Long-Term Relationship 
The results for this relationship comparison are presented in column two of Table 3. 
Recall that the second component of Hypothesis 3 examined the likelihood of a platonic 
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relationship versus a long-term relationship. While I did not have explicit hypotheses 
relating the rest of the data contained in this relationship comparison because "platonic" 
emerged as a relevant category later in the study, I will briefly refer back to each of the other 
hypotheses in the study. Hypothesis 1 was interested in examining the impact of gender on 
the type of relationship that an individual sought through the use of their Internet personal ad. 
However, there were no significant gender differences reported in the odds of seeking a 
platonic relationship as opposed to a long-term partner. 
Hypothesis 2 examined the impact that age would have on the type of relationship 
that an individual was searching for. Whereas in the last relationship comparison there was 
no significant difference in terms of age, in this portion of the model, age becomes a 
significant determinate of the type of relationship that a respondent sought. The model 
suggests that as an individual ages, they have lower odds of seeking a platonic relationship 
rather than a long-term relationship (b = -0.34). While this was not specifically 
hypothesized, the results do suggest that age can influence the type of relationship that an 
individual pursues. 
I would now like to return to the second component of Hypothesis 3. To briefly 
remind the reader, Hypothesis 3 suggested that cohabiting and married individuals would be 
more likely to seek a platonic relationship versus a long-term relationship when compared to 
never-married individuals. However, this portion of the hypothesis was not supported. 
Hypotheses 4 proposed that divorced individuals would be more likely to seek a long-
term relationship versus a causal sex partner when compared to never-marrieds. However, 
for this relationship comparison, the marital status separated or divorced did not aid in 
predicting the likelihood of seeking a platonic versus a long-term relationship partner. In 
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previous models, marital status was a significant determinate of relationship type when 
comparing platonic versus long-term relationships and platonic versus casual sex until age 
was included in the model with divorced or separated individuals having lower odds of 
seeking a platonic relationship versus a long-term relationship when compared to never-
married individuals. This finding suggests that age may be responsible for the effect. 
Hypothesis 5 suggested that those with children would be more likely to look for a 
long-term relationship as opposed to a causal sex partner through their Internet personal ads 
when compared to those who did not have children. There were no significant coefficients 
when examining the differences in the likelihood of seeking a platonic versus a long-term 
relationship when comparing those with children versus those who did not have children. In 
previous models with children only (and children and sex) children were a statistically 
significant determinate of relationship type. In each of these models, individuals with 
children had significantly lower odds of seeking a platonic relationship versus a long-term 
relationship when compared to those persons with no children. However, the inclusion of 
control variables, age, and marital status eliminated the effects that the presence of children 
had on the type of relationship sought. 
Finally, Hypothesis 6 suggested that widowed individuals would be more likely to 
seek a long-term relationship as opposed to a casual sex partner. The marital status widowed 
did not aid in predicting the likelihood of seeking a platonic versus a long-term relationship 
partner. 
When examining the controls, for the first time race becomes significant with those 
who are non-white showing significantly greater odds of seeking a platonic relationship as 
opposed to long-term relationship when compared to whites (b = 0.723). In addition, the 
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model suggests once again that having greater than a college degree aids in predicting the 
type of relationship that an individual seeks through the use of Internet personal ads. Those 
with greater than a college degree have lower odds of seeking a platonic relationship rather 
than a long-term relationship when compared to those with some college (b = -1.455). 
Yearly income, hours worked per week, region, population density, and how participants 
heard of the study had no effect. 
Platonic Versus Casual Sex Partner 
The results of this relationship comparison are presented in column three of Table 3. 
To begin the discussion of the final portion of the model, I would like to start with 
Hypothesis 1. The second half of Hypothesis 1 suggested women would be more likely to 
seek a platonic relationship versus a causal sex partner when compared to men. This 
hypothesis was supported. Women have greater odds of seeking a platonic relationship 
versus a causal sex partner when compared to men (b = 2.756), once again supporting 
Hypothesis one. 
While I did not have any additional hypotheses relating to this relationship 
comparison, I will once again briefly describe the results for the platonic versus casual sex 
partner contrast. Age was not a significant factor in determining the likelihood of seeking a 
casual sex partner as opposed to a platonic relationship. Similar to what was seen in the first 
portion of the model when comparing causal versus long-term relationships; once again we 
see that cohabiting and married individuals have lower odds of seeking a platonic 
relationship as opposed to casual sex partner when compared to those who are never married 
(b = -2.162). No other marital status comparisons are significant. 
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Finally, Hypothesis 5 suggested that those respondents with children would be more 
likely to look for a long-term relationship versus a casual sex partner when compared to 
never-married individuals. While there was no explicit hypothesis for platonic versus casual, 
for the first time in this portion of the model the presence of children approaches 
significance. Those with children are more likely to seek a platonic relationship rather than a 
casual sex partner when compared to those who do not have children ( b = 1.117, p <. l 0). 
None of the control variables in this portion of the model reach significance. 
However, approaching significance are those earning over $50,000 per year. Those within 
this income bracket have lower odds of seeking a platonic relationship versus a casual sex 
partner when compared to those earning under $10,000 per year (b = -0.935, p<.10). 
Summary 
Due to the complexity of the multivariate analysis I will now provide a summary of 
the hypotheses and whether or not they were supported by the full model. These results are 
also provided in Table 4. Hypothesis 1 was a two part hypothesis. It suggested that men 
would be more likely than women to seek causal sex partners versus long-term partner and 
that women would be more likely to seek a platonic relationship versus a casual sex partner 
when compared to men. The model supported both components of the hypothesis. 
Hypothesis 2 suggested that as an individual aged they would be less likely to seek a 
casual sex partner and more likely to seek a long-term relationship. This hypothesis was not 
supported. However, age did become a significant determinate of platonic versus long-term 
relationships. As an individual aged they became less likely to seek a platonic relationship 
and had greater odds of seeking a long-term partner. Therefore, while not originally 
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hypothesized, these results do lend support to the fact that age should not be overlooked in 
terms of helping to predict relationship outcomes that personal ad users seek. 
Turning to Hypothesis 3 we begin to examine marital status as a predictor of the type 
of relationship sought. Hypothesis 3 was also a two part hypothesis. It suggested that 
cohabiting and married individuals would be more likely to seek a casual sex or a platonic 
relationship versus a long-term relationship when compared to single, never-married 
individuals. This hypothesis was partially supported. The full model suggests that 
cohabiting and married individuals do have greater odds of seeking a causal sex partner 
versus a long-term relationship when compared to never-marrieds. However, marital status 
was not a significant determinate of the type of relationship sought when comparing platonic 
versus long-term relationships. Though not hypothesized, the full model also showed that 
cohabiting and married individuals had significantly greater odds of seeking a casual sex 
relationship versus a platonic relationship when compared to those who have never been 
married. 
Hypothesis 4 suggested that separated and divorced individuals would have greater 
odds of seeking a long-term relationship as opposed to a causal sex partner when compared 
to never-married persons. However, this hypothesis was not supported. Additionally, there 
were no significant differences for this marital status category across any of the relationship 
comparisons. 
In Hypothesis 5, I tested whether or not individuals with children were more likely to 
look for a long-term relationship as opposed to a casual sex partner when compared to those 
individuals who did not have children. This hypothesis was not supported. With that being 
said, when examining the platonic versus causal sex partner relationship comparison, having 
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children approached significance. This variable warrants further study, perhaps with a 
sample that includes a greater number of respondents who have children residing within the 
household under the age of 18. 
Finally, in Hypothesis 6, I tested the likelihood of those who are widowed seeking a 
long-term relationship versus a casual sex partner when compared to those who were never-
married. This hypothesis was not supported. Moreover, being widowed was not a 
significant predictor of the type of relationship sought in any relationship comparison. These 
results should be interpreted cautiously given the small number of respondents included in 




The introduction of the World Wide Web ushered in a cultural revolution. This 
relatively new technology is by no means going to disappear; instead, individuals 
increasingly rely on it for more and more of their day to day activities. Online activities now 
include keeping in touch with family and friends, shopping, accessing news, and of course, 
more so than ever before, introducing individuals to one another. A new study sponsored by 
the Online Publishers Association revealed that, "personal ads on the Internet now account 
for the largest share of spending for online content. That means that people are paying more 
to use online matchmaking sites than they are to use any other sites on the Web" (Warner, 
2003). Given that the prevalence of individuals pursuing online romance is likely to continue 
growing in future years, it is crucial that social scientists gain a more in depth understanding 
of this phenomenon. 
The present study sought to contribute to our limited understandings of Internet 
personal ad use by examining the impact that gender, age, current marital status, and the 
presence of children had on the type of relationship that an individual pursued through the 
use of online personal ads. Furthermore, not only was this the first research to explore these 
issues, the study was developed to include an expanded notion of singlehood. Where we 
once viewed 'single' as including only those who are never-married, this research included 
those who were never-married, cohabiting, separated and divorced, and widowed individuals. 
The mate selection mechanism of Internet personal ads are an attractive way to search 
for a partner for a number of reasons, a great many of them having to do with social changes 
and demographic trends, particularly the changing nature of singlehood. One of the most 
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profound changes in the nature of singlehood over the last several decades has been the 
increasing number of years that young adults remain single. Age at first marriage is at the 
highest rate ever, approximately 25 years of age for women and 27 years for men (Bianchi & 
Casper, 2000). The implications of this are far reaching, but perhaps most importantly, is the 
impact that this trend has on one's ability to find a mate through traditional marriage markets. 
As Americans attain higher levels of education, and complete that training prior to marrying, 
partnering will become increasingly difficult. Additionally, at the present time, the number 
of hours per week that Americans work is increasing (Jacobs & Gerson, 2001). Because of 
this, Internet personal ads are likely to seek increases in popularity as a method to find a 
mate. 
A second trend has been the increasing acceptance of premarital sex and cohabitation. 
No longer can we view single as synonymous with not being involved in a committed 
relationship. While the age at first marriage is increasing, the age at first partnering appears 
to be remaining fairly constant (Bumpass, Sweet, & Cherlin, 1991). By 2000 approximately 
9% of all coupled households in the U.S. contained unmarried partners, either heterosexual or 
homosexual (Simmons & O'Connell, 2003). 
Third, traditional conceptualizations of singlehood have been transformed by the 
increasing population of divorced Americans. By 1996, 26% of adults had been divorced 
(Riche, 2000). Divorced persons may be disadvantaged relative to never-married individuals 
in the marriage market; this appears to particularly be the case for women. Internet personal 
ads may be a particularly effective way for this population to search for potential mates 
because the pool of eligibles is already preassembled, saving time and money. 
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Finally, Americans are living longer, which means, they have a greater proportion of 
their lives to spend partnered (Bianchi & Casper, 2000). While many older Americans are 
reluctant to use new Internet technologies, this is not likely to be an ongoing trend. As 
subsequent generations age, they will be increasingly familiar with computer technology. In 
addition, as cohorts in which divorce is more common age, we are likely to see a larger 
number of older individuals single, not only due to the death of a partner, but also due to 
divorce. Given this then, it is likely that older generations will become a substantial minority 
of Internet personal ad users in the future. 
Taken as a whole, the social and demographic transitions that are facing Americans 
have the potential to make Internet personal ads appear to be a very efficient, cost effective, 
and logical method to search for love. As such, it is essential that social scientists begin 
gathering data to better understand the complex negotiation of building relationships in 
cyberspace. 
The results of this study contribute to our existing understanding of Internet personal 
ad use by highlighting how demographic variables influence how individuals utilize these 
services. First and foremost, the results added to the existing body of literature regarding 
dating and mate selection. The analysis revealed an unexpected relationship category: 
"platonic." Based on this, future research pertaining to dating and mate selection should 
consider the types of relationships that individuals report pursuing, and examine the 
meanings and trajectories of platonic relationships in greater depth. 
Significant gender differences were revealed during the analysis. When pursuing 
love online through personal ads, men are more likely to indicate seeking a casual sex partner 
versus a platonic relationship or a long-term relationship when compared to women. Perhaps 
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more unexpected was the finding that there were no significant gender differences when 
comparing platonic and long-term relationships. Further exploration of this relationship 
outcome comparison is warranted. 
Mate selection literature suggests that as one ages, marriage markets become 
restricted, particularly for women. Additionally, theoretically, as one ages, an individual 
should be more likely to seek some type of long-term attachment. Results presented here 
suggest that age is a significant determinate of the type of relationship pursued only when 
examining the likelihood of seeking a platonic relationship versus a long-term partner. As an 
individual ages, they have greater odds of seeking a long-term partner. 
Researchers have begun to investigate the opportunities that the Internet provides to 
engage in extramarital affairs and the implications this phenomenon has on marital 
relationships. The research presented here adds to this existing body of research, finding that 
cohabiting and married individuals have greater odds of seeking a causal sex partner versus a 
long-term relationship or a platonic relationship when compared to never-married 
individuals. 
The results failed to demonstrate that having children, being separated, divorced, or 
widowed influenced the type of relationship sought through the use of Internet personal ads, 
though theoretically, relationships between these demographic variables and relationship 
outcomes should have been present. It is my opinion that these relationships require further 
examination. While a substantial minority of the sample had children, this did not mean that 
the children were resident and under the age of 18. Therefore, the lack of significant findings 
in terms of parenthood and the separated and divorced marital status category may have been 
because of bias present in the sample. Adding further support to the necessity of further 
61 
exploration of these relationships was the fact that the presence of children neared 
significance when comparing platonic and casual sex relationships. It is perhaps 
unsurprising that no effect was found for widowhood. The sample contained a very small 
number of widowed individuals. Widowhood is generally associated with age. Therefore, as 
current cohorts continue to age they will be more familiar with Internet technology, and may 
be expected to become increasingly likely to look for love online. 
As with any study, there are of course, limitations. A web-survey methodology was 
employed, which is not without its problems. A primary issue for a researcher utilizing this 
method is that not all individuals have Internet access (Dillman, 2000; Schaefer & Dillman, 
1998). Fortunately, this was not a concern given that the potential respondents that I was 
interested in already had access to the Internet because they were recruited only through the 
Internet and were actively using online personal ads. Nonetheless, the sample was a 
convenience sample, all participants were entirely self-selected. 
There is a wealth of research documenting differences between respondents and non-
respondents. Non-respondents differ from respondents on variables such as age, gender, 
education, and income (DeMaio, 1980; Filion, 1975; Groves, Cialdini, & Couper, 1992; 
O'Neil, 1979). For example, O'Neil (1979) found that individuals who refused to participate 
in a telephone survey were more likely to have lower educational attainments, lower 
incomes, and to be older. While I do not doubt that there were differences between those 
individuals who responded and refused to participate in the study, there is reason to believe 
that the quality of responses received from those participating were improved due to the 
survey methodology utilized. Previous research suggests that those individuals who are self 
selected and participate in an electronic or email survey provide better quality responses, 
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longer responses to open ended questions, and have fewer instances of missing data (Schafer 
& Dillman, 1998; Walsh, Kiesler, Sproull, & Hesse, 1992). 
Additionally, there are several methods that have been found to improve both paper 
and web-based surveys. For example, prenotification of a survey instrument, personalizing 
the cover letter accompanying a survey, follow up reminders, and token incentives have all 
been found to improve survey response rates (Sills & Song, 2002; Schafer & Dillman, 1998). 
There were a number of impediments to utilizing these techniques to improve my response 
rates. First, my partnership of with the Internet dating site prohibited me from contacting any 
potential respondents personally. The notification of the survey was sent by the site owners. 
I was very appreciative of the opportunity to work with this particular site, and did not wish 
to overburden the site owners with trying to send out numerous email notifications of the 
chance to participate in the study. In terms of the Iowa State sample, in order to send out 
emails to all Iowa State students, an initial fee was required to gain access to student emails. 
In addition to this, I never had access to the emails, another fee was charged to have Iowa 
State University's Solution Center send out all emails to students, therefore, eliminating the 
opportunity to personalize the emails and making multiple follow up emails cost prohibitive. 
There were some issues pertaining to the diversity of the sample that should be 
noted. Potential respondents were notified through the use of two different methods, 
notification through an online dating site or notification through an email sent to a university 
address. Because the sample was drawn from two different populations, there was greater 
diversity than there otherwise would have been. Participants' ages ranged from 18-70 and 
there was at least one individual that participated that resided within 44 of the 50 states here 
in the U.S. Nonetheless, 53% of the sample reported attending Iowa State University, 
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therefore, the age range of the sample was skewed, and respondents were predominately 
located in the Midwest; I did however, control for both of these variables. In the case of 
Internet dating, a college sample may not accurately reflect the diversity among those 
utilizing online personal ads. 
An additional limitation with the sample was a lack of diversity within two of my key 
independent variables, marital status and the presence of children. When looking at the 
marital status variable, there were a limited number of individuals falling into the cohabiting, 
married, and widowed categories. It may be that individuals falling within these categories 
self-selected out of participating in the study, or perhaps, at least in the case of cohabiting 
and married individuals, they were hesitant to report their true marital status. In addition, 
there is no way of knowing whether or not individuals were honest about the type of 
relationship sought through their Internet personal ad. Moreover, because slightly more than 
half of the sample attended Iowa State University, never-married individuals were 
overrepresented. Multiple measures of the presence of children were included in the survey; 
however, the analysis did not differentiate between those that had children generally and 
those who had resident children under the age of 18 due to the small number of respondents 
who had children living with them. Because of this, future research should further 
investigate whether or not parenthood and more specifically, having custody of children 
under age 18, impacts the type of relationship that an individual seeks through the use of 
personal ads. 
Finally, there were limitations with the survey instrument. First, at the time that I 
constructed the survey, I did not plan on actively recruiting participants from Iowa State 
University. Therefore, in terms of assessing the number of hours worked per week, I phrased 
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the question so that it only included paid labor. In other words, because college is work, and 
many college students choose not to work so that they can focus on their education, this 
question might have underrepresented the number of hours of work per week that many 
respondents were doing. 
There are two additional topic areas that, in hindsight, I wish I would have included 
into the survey instrument. First, a series of questions concerning religiosity and religious 
affiliation may have proved helpful as a control variable in the model. Previous research 
indicates that over time, Americans have become more permissive about premarital sex even 
though this is not endorsed by Christian religions (Scott, 1998; Petersen & Donnenwerth, 
1997). Moreover, given the significance that the institution of marriage has among those 
who are religious, religion would be likely to influence the likelihood of having an 
extramarital affair, something that irregardless of religious beliefs the majority of Americans 
disapprove of (Christopher & Sprecher, 2000; Michael, et al., 1995). Additionally, previous 
research has suggested that religious beliefs influence timing of first intercourse in adolescent 
populations, those that are more religious delay their first sexual experiences (Meier, 2003; 
Brewster, Cooksey, Guilkey, & Rindfuss, 1998). Taken as a whole, there is reason to believe 
that religiosity may influence the type of partner that individuals search for. 
Second, I would have included a series of questions concerning perceived stigma 
associated with Internet personal ad use to search for potential mates. For example, did 
respondents feel that there is a stigma attached to this method of mate selection? How has 
this stigma changed over time as Internet personal ad usage has become more commonplace, 
has it increased, decreased, or stayed the same? And finally, are individuals utilizing this 
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mechanism to find a partner willing to tell family members and friends how they met their 
significant other, or are elaborate cover stories created to reduce perceived stigma? 
Because so little is known about dating online, and more specifically, the use of 
Internet personal ads, the directions for future research are numerous. Perhaps the most 
pressing question concerning this area of research is the question of how Internet personal ad 
users, or more generally, Internet daters, differ from those who pursue romantic attachments 
· through more traditional methods. Moreover, how do relationships that were begun online 
differ from those that were formed through traditional methods with an initial face-to-face 
meeting? 
With respect to my particular study, the next step will be to test interaction effects to 
see how gender influences all of the other independent variables contained in this study, 
namely the presence of children. For example, when looking at only those individuals who 
have children, how does the presence of children impact relationship outcomes? Women, 
who are more likely to have custody of children, may be more cautious about the types of 
relationships that they enter into and therefore would be more likely to search for either a 
long-term or a platonic relationship as opposed to a casual sex partner when compared to 
males with children. 
The data collected offers abundant opportunities for expansion of the research 
presented here. For example, I collected data concerning how far a respondent was willing to 
travel to meet a potential partner face-to-face. It would be interesting to examine how the 
type of relationship sought influences the distance an individual is willing to traverse to meet 
someone. My expectation would be that as the relationships level of commitment or 
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seriousness increased, the further an individual would be willing to travel to meet a potential 
partner. 
Furthermore, expanding on this idea, I could also utilize the data I collected 
concerning how long an individual converses with someone online prior to meeting them 
face-to-face. It is likely that the type ofrelationship pursued through the use oflnternet 
personal ads will influence how well a respondent feels that they need to know someone 
prior to a real world meeting. My expectation would be that as the level of relationship 
commitment increases the time an individual will get to know someone online before 
proceeding to a face-to-face meeting. 
Additionally, I collected data concerning the number of potential partners that 
respondents had met in the real world, in other words face-to-face, through their Internet 
personal ad posting. Future research could investigate whether or not the type of relationship 
sought influences the number of individuals that participants have met face-to-face. This 
question could, in fact, be related to how long people spend conversing with a potential 
partner prior to a meeting outside of cyberspace. 
The last question of the survey provided an opportunity for participants to write in 
their own thoughts, comments and experiences with Internet personal ads. Several key 
factors were revealed in this, and other write in components throughout the survey. First, 
numerous respondents indicated through email and within the survey responses themselves 
that they would be willing to participate in an in-depth interview. Based on this, researchers 
could more fully examine individual experiences with the use oflnternet personal ads. For 
example, previous research has focused on deception in chat rooms (Whitty, 2002). 
However, to my knowledge, there has been no systematic investigation of deception in online 
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personal ad postings, including how deception influences relationship outcomes. The 
population of Internet daters includes those who are computer savvy and comfortable with 
the online medium. Therefore, given the willingness of respondents to be interviewed, 
conducting interviews online could prove a cost effective and anonymous environment in 
which researchers can gain a better understanding of this new mate selection mechanism. 
In addition to those expressing interest in participating in in-depth interviews, I 
received numerous emails in response to the survey indicating that individuals would like to 
participate; however, they were developing Internet relationships through the use of chat 
rooms as opposed to an online personal ad. Research has failed to examine the differences 
between pursuing romantic attachments through synchronous chat versus posting an Internet 
personal ad. It is likely that there are qualitative differences between these two mechanisms. 
In terms of the population of Internet personal ad users, there is a very conscious choice to 
post an ad to seek some type ofrelationship be it a casual, platonic, or long-term. This is not 
necessarily the case when looking at those who choose to chat online. They may, for 
example, just be killing some time and happen to start a conversation with someone that 
eventually evolves into a romantic attachment. In addition, it would be interesting to 
compare how demographic factors, such as age vary by Internet mate selection mechanism. 
One particularly noteworthy avenue of future research revealed itself in the 
qualitative data collected in the last question of the web survey. A respondent wrote, "I feel 
socially isolated from people because I work nights and weekends and go to school during 
the weekdays. I work a lot to afford my education. Since I do work nights and weekends, I 
do not get to go out much or meet people my own age in traditional ways." Nonstandard 
work schedules that create difficulties for individuals finding time to socialize may make 
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Internet personal ads a very attractive way to seek a mate. More generally, those that work 
longer hours may be more likely to utilize this technology. Future research should examine 
how work influences the likelihood of dating online. 
Finally, a number of the respondents that participated in this study that indicated that 
they did not work for pay went on to further explain that they were unable to do so because 
of physical disabilities. Physical disabilities are something that American culture 
unfortunately stigmatizes. Upcoming research should investigate how individuals with this, 
and other stigmatized identities negotiate relationships online. This new mechanism for mate 
selection offers new opportunities for individuals who may otherwise have difficulty 
partnering. 
With the large increases of the number of individuals pursing love online it is 
essential that social scientists gain a better understanding of this relatively new mate 
selection mechanism. This research begins to identify how social characteristics are 
influencing the mate selection choices and relationship outcomes of individuals seeking love 
through Internet personal ads. Of particular importance were relationships between gender, 
age, and marital status in determining the type of relationships sought online. Further 
exploration of this issue is necessary to identify how other demographic variables influence 
relationship motivations. 
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APPENDIX C: EMAIL SENT THROUGH INTERNET DATING SITE 
Hey <usemame>! 
The first month of the New Year has passed and many resolutions have been forgotten, but 
there is one resolution (site name) wants you to keep, the resolution to find the person who 
fits you perfectly! 
We are striving to make (site name) better for you by providing more options, more articles, 
and more member interaction. If you haven't had the opportunity to submit a date idea, now 
is the perfect time! These can be read by everyone, and are the perfect way to show your 
romantic side. You could also post a quick message on the message board, and say hello to 
everyone! 
(site name) is participating in a Research Project being conducted by the Sociology 
department at Iowa State University. The study is interested in the motivations to use online 
personal ads and the relationship outcomes that people utilizing this technology are seeking. 
We have placed links to http://www.survey.iastate.edu/ipads/ throughout our site, just follow 
the Iowa State banner links. We hope you will participate in the study which could prove to 
benefit the success of online relationships. 
Log on to (site name) today, and find the person you have been looking for! 
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APPENDIX D: EMAIL TO IOWA STATE STUDENTS 
Dear Iowa State students: 
The Internet is revolutionizing the nature of dating and mate selection. Research suggests 
that seventy-five percent of Americans have Internet access and spend an average of twelve 
and one half hours per week online. In addition, did you know that in the first half of 2003, 
Americans spent an astounding 214.3 million dollars on Internet dating sites and personal 
ads? Online personal ads are continuously growing in popularity, however, social scientists 
know very little about the population of individuals utilizing this new technology. The 
majority of information that is available has come from journalists using small samples that 
are not representative of the wide variety of individuals posting ads online. 
At the present time I am conducting a web survey to examine why Internet personal ads are 
increasingly being used to seek a mate. If you are dating on the Internet, your help is 
essential to the study's success. Your participation is greatly appreciated. The survey should 
take approximately fifteen minutes to complete. Simply click on the following link to begin 
http://www.survey.iastate.edu/ipads/ 
If you have any questions please do not hesitate to contact me. I can be reached through 
email (kslau@iastate.edu) or by phone (515.294.8013). 
Sincerely, 
Kathleen Slauson 
Graduate Student, Sociology 
Iowa State University 
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APPENDIX F: INFORMED CONSENT AND SURVEY 
INFORMED CONSENT DOCUMENT 
Title of Study: 
Investigators: 
Motivations for Internet Personal Ad Use 
Kathleen S. Slauson, BS - Graduate Student 
This is a research study. Please take your time in deciding if you would like to participate. 
Please feel free to email me at kslau@iastate.edu with questions at any time. 
INTRODUCTION 
The purpose of this study is to better understand what motivates individuals to use online 
personal ads and the relationships outcomes that they seek through this method. You are 
being invited to participate in this study because you, as an Internet personal ad user, have 
valuable information. 
DESCRIPTION OF PROCEDURES 
If you agree to participate in this study, your participation will last for approximately fifteen 
minutes. During the study you may expect the following study procedures to be followed. 
You will be asked to complete a survey about Internet personal ads. No identifying 
information will be collected. You may skip any question that you do not wish to answer or 
that makes you feel uncomfortable. Upon completion you will view a page thanking you for 
your participation in this study. 
RISKS 
While participating in this study you may experience the following risks: as a participant 
you will be asked to evaluate their motivations for pursuing relationships through the use of 
online personal ads. 
BENEFITS 
If you decide to participate in this study there may be no direct benefit to you. It is hoped 
that the information gained in this study will benefit society by destigmatizing personal ad 
use. This research seeks to alter conceptions of personal ad users by demonstrating the 
diverse group of individuals who utilize this new technology and the wide variety of 
relationship outcomes that are sought. 
COSTS AND COMPENSATION 
You will not have any costs from participating in this study. You will not be compensated 
for participating in this study. 
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PARTICIPANT RIGHTS 
Your participation in this study is completely voluntary and you may refuse to participate or 
quit the study at any time. If you decide to not participate in the study or quit the study early, 
it will not result in any penalty or loss of benefits to which you are otherwise entitled. 
CONFIDENTIALITY 
Records identifying participants will be kept confidential to the extent permitted by 
applicable laws and regulations and will not be made publicly available. However, federal 
government regulatory agencies and the Institutional Review Board (a committee that 
reviews and approves human subject research studies) may inspect and/or copy your records 
for quality assurance and data analysis. These records may contain private information. 
To ensure confidentiality to the extent permitted by law, the following measures will be 
taken. All information will be kept confidential and no identifying information will be 
collected. In addition, because this is a web-based survey, you will be able to take this 
survey in a non-threatening environment at your convenience. This survey is being 
conducted on equipment maintained by Iowa State University, Office of Academic 
Information Technologies (AIT). The equipment is under the supervision of AIT's Web 
Development Services and is monitored 24 hours a day, 7 days a week by AIT's operation 
staff. Only the Web Development Services staff has direct access to the equipment. No 
identifiable, personal information is recorded you're your responses. Only I, the researcher 
and a computer specialists working with me at AIT will have access to the data. Only I, the 
researcher will be involved in data analysis. All notes and the computer used to process the 
data will be kept in my locked apartment. Once all uses for the data have been exhausted, the 
data will be destroyed. If the results are published, your identity will remain confidential. 
QUESTIONS OR PROBLEMS 
You are encouraged contact me with any questions about at any time during this study. For 
further information about the study contact myself, Kathleen Slauson at(515) 294-8013, 
kslau@iastate.edu or my major professor, Dr. Susan Stewart at (515) 294-5912. If you have 
any questions about the rights of research subjects or research-related injury, please contact 
the Human Subjects Research Office, 2810 Beardshear Hall, (515) 294-4566; Ginny Austin, 
IRB Administrator, (515) 294-4566, austingr@iastate.edu, or Diane Ament, Research 




By clicking on "I agree" you indicate that you voluntarily agree to participate in this study, 
that the study has been explained to you, that you have been given the time to read the 
document and that your questions have been satisfactorily answered. You may print off a 
copy of the written informed consent prior to your participation in the study. 
I Agree D 
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Thank you for agreeing to participate in this study. As an Internet personal ad user you 
have valuable information. To answer the following questionnaire I would like you to 
reflect on your experiences using Internet personal ads. All of your responses will remain 
confidential There are no right or wrong answers and you may skip any question that you 
do not wish to answer. Your responses will help demonstrate the diverse group of 
individuals who utilize this technology and the wide variety of relationship outcomes that 
individuals are seeking. 
Internet Usage Questions 
To begin, I would like to ask you a few questions about your Internet usage patterns. 
Where do you have Internet access? (Please indicate all of the locations from which you 




4. Public terminals (i.e. library) 
5. Cell phone 
6. Other places (please specify) _______ _ 
From which of these locations are you MOST likely to access the Internet? (Please 





4. Public terminals (i.e. library) 
5. Cell phone 
6. Other places (please specify) ----------
In general, how often do you access the Internet? 
1. More than once a day 
2. Daily 
3. A couple of times a week 
4. Weekly 
5. Monthly 
6. Almost never 
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How many hours per day do you typically spend online? (Fill in your answer) 
1. Less than an hour per day 
2. 1 - 2 hours per day 
3. 3 - 4 hours per day 
4. 4 - 5 hours per day 
5. More than 5 hours per day 
In general, how often do you access your Internet personal ad account to check for new 
potential matches? 
1. Once a day 
2. Two to three times a day 
3. More than three times a day 
4. A couple of times a week 
5. Weekly 
6. Monthly 
7. Almost never 
How many Internet personal ad sites are you currently actively using? (Actively means 




4. Four or more 
1 
Do all of your profiles contain the same information? 
1. Yes 
2. No 1 
How are your profiles different? (Please specify how the 
Content contained in each personal ad varies, i.e. do you 
Present yourself differently, describe yourself with 
Different physical characteristics) 
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What Internet dating sites are you currently using? (Please list all sites at which you 
currently have an ad posted and are checking for potential matches) 
What type of relationship are you looking for through the use of Internet personal ads? 
(Please indicate the type of relationship that you would MOST like to find) 
1. Casual sex partner 
2. Friendship/platonic relationship, not interested in romance 
3. Friendship/platonic relationship, with the potential for romance 
4. Long term romantic relationship, not interested in marriage 
5. Long term romantic relationship, potential marriage partner 
6. Romantic relationship with no long term expectations 
7. Other (please specify) __________________ _ 
In general, how far away do your current matches reside? 
1. 0 - 25 miles 
2. 26 - 50 miles 
3. 51 - 100 miles 
4. 101 -200 miles 
5. More than 200 miles 
How far would you be willing to travel to meet a potential partner face-to-face? 
1. 0 - 25 miles 
2. 26-50 miles 
3. 51-100 miles 
4. 101-200 miles 
5. More than 200 miles 
Physical attractiveness is one factor people consider when thinking about meeting a 













Have you ever met someone face-to-face that you have met through your Internet 
personal ad(s)? (Indicate your answer) 
1. No, why not? (please specify) -------------
2. Yes 
Approximately how many individuals have you met face-to-face that you initially 
corresponded with through the use of your Internet personal ad(s)? (Please specify 
the approximate number of individuals you have met/ace to face). _____ _ 
Prior to meeting a potential partner face-to-face, how many times do you generall 
converse with an individual on the telephone? 
1. Never 
2. Once 
3. 2-5 times 
4. 6 - 10 times 
5. More than 10 times 
In general what types of places do you meet a potential match face-to-face for the 
first time? (Please specify where you typically meet potential partners for the first 
time e.g. private residence, coffee shop) 
How long after initial contact through an Internet personal ad do you typically 
wait to meet a potential partner face to face? 
1. Less than a week 
2. Less than a month 
3. One to three months 
4. Three to six months 
5. Six months to a year 
6. Over a year 
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Have you ever established a long term relationship through the use of an 




How long did this relationship last? 
1. Less than a month 
2. One to three months 
3. Three to six months 
4. Six months to a year 
5. Over a year 
6. Over two years 
Please indicate how much you agree or disagree with the following statements about your 
experiences with using Internet personal ads. 
One of the benefits of Internet personal ads is that I can access them from anywhere. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
One of the benefits of Internet personal ads is that I can access them at any time, day or 
night. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
I am able to "weed out" undesirable matches without wasting time. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 . 2 3 4 5 
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Internet personal ads allow me to access a wider range of potential matches that I 
would not otherwise meet. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
I would be willing to email a potential match based on their profile alone in the absence 
of a photograph. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
I enjoy being able to pursue romantic attachments without having to get dressed up. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
If I did not use online personal ads I would not date. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
It is beneficial to get to know someone online prior to meeting them. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
People should be cautious when using online personal ads. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
I feel as though I can be myself online. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
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I feel as though I am myself on line. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
Relationships are easier to start though the use of Internet personal ads. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
It is important to converse through email prior to meeting face-to-face. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
It is important to converse on the phone prior to meeting face-to-face. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
I am honest when conversing with potential partners. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
I feel that others are honest with me when conversing online. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
Online personal ads are beneficial because I can think about what I wish to say prior to 
communicating. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
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Online personal ads are beneficial because I have more control over the way that I 
present myself to others. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
I would be willing to meet a potential partner face-to-face without first seeing a 
photograph. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
I feel as though I have more control over online relationships when compared to face-
to-face relationships. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
I consider my own safety prior to meeting a potential partner face-to-face. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
I am a shy person. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
I feel tense when I am with people that I do not know very well. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
Internet personal ads allow me to search for individuals who have similar interests. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
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Finding a partner with similar interests is important to me. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
Relationships that begin online are easier to end. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
When searching an Internet dating site for a potential mate, in general I look for an 
individual who lives in close geographic proximity to me. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
I feel as though I am socially isolated. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
Internet personal ads provide me with adequate information to make a decision about a 
potential partner. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
Internet personal ads are an efficient way to search for a mate. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
The people who have contacted me through my Internet personal ad account have been 
desirable matches. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
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The people that I have contacted through my Internet personal ad account have been 
desirable matches. 
Strongly Disagree Disagree Neutral 
1 2 3 
Now I have some questions about your family. 
Do you have any children? (Fill in your answer) 
1. No 
2. Yes 
Agree Strongly Agree 
4 5 
How many children do you have? (Please indicate the number of children you have) 
Do your children live with you full time? 
1. No, they reside elsewhere 
2. No, they live with me part of the time 
3. Yes 
, .. 
Of those children who live with you, how many 
are under the age of 18? (Please specify the number ~ 
children who are under 18 that reside in your house-
hold at least part of the time) 
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Are you the sole caregiver of your children? (Fill in your answer) 
2. No 
If you are not the sole caregiver of your children, who 
else has the role of caregiver in addition to you? (Please 
specify the relationship between yourself and the additional 
caregiver e.g. husband, mother)----------
Does your Internet personal ad profile indicate that you have children? 
1. Yes 
2. No 
How much do agree or disagree with the following statement? 
Prospective partners do not need to know about my children until I know the 
relationship is becoming serious. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
1 2 3 4 5 
Background Questions 
Finally, we need to ask you a few questions about your background. This information, as 
with all information provided in this survey, will remain strictly confidential and will be 
used for statistical analyses only. 
What is your age (as of your last birthday)? _______ Years 




What is your race? (Fill in your answer) 
1. Hispanic/Latino/a 
2. Non-Hispanic White 
3. African American/Black 
4. Asian/Pacific Islander 
5. Native American 
6. Multiracial (more than one race) 
7. Other (please specify) ________ _ 
What is your marital (relationship) status? (Please fill in your answer) 
1. Never married 
2. Cohabiting (living with a romantic partner) 
3. Separated/Divorced 
4. Widowed 
Please indicate your current household income (Please fill in your answer) 
1. Under $10,000 
2. $10,000 - $19,999 
3. $20,000- $29,000 
4. $30,000 - $39,999 
5. $40,000 - $49,999 
6. $50,000 - $49,999 
7. $60,000 - $69,999 
8. $70,000 - $79,999 
9. $80,000 - $89,999 
10. $90,000 - $100,000 
11. Over $100,000 
12. Do not wish to answer 
Please indicate the highest level of education completed (Please fill in your answer) 
1. Grammar school 
2. High school or equivalent 
3. Vocational/Technical school (2 year) 
4. Some college 
5. College graduate (4 year) 
6. Masters degree 
7. Doctoral degree (PhD) 
8. Professional degree (e.g. MD) 
9. Other (please specify) _________ _ 
10. Do not wish to answer 
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What is your occupation? (Please specify)-----------
On average, how many hours do you work for pay per week? 




5. 21 - 30 
6. 31-40 
7. 41-50 
8. 51 - 60 
9. Over 60 hours per week 
What is the location of your work? 
1. Work from home 
2. Work at employers 
3. Work both at home and at employers 
In which state is your primary residence located? (Please fill in your answer) 
1. Alabama 26. Montana 
2. Alaska 27. Nebraska 
3. Arizona 28. Nevada 
4. Arkansas 29. New Hampshire 
5. California 30. New Jersey 
6. Colorado 31. New Mexico 
7. Connecticut 32. New York 
8. Delaware 33. North Carolina 
9. Florida 34. North Dakota 
10. Georgia 35. Ohio 
11. Hawaii 36. Oklahoma 
12. Idaho 3 7. Oregon 
13. Illinois 38. Pennsylvania 
14. Indiana 39. Rhode Island 
15. Iowa 40. South Carolina 
16. Kansas 41. South Dakota 
17. Kentucky 42. Tennessee 
18. Louisiana 43. Texas 
19. Maine 44. Utah 
20. Maryland 45. Vermont 
21. Massachusetts 46. Virginia 
22. Michigan 47. Washington 
23. Minnesota 48. West Virginia 
24. Mississippi 49. Wisconsin 
25. Missouri 50. Wyoming 
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How did you hear about this study? 
1. I received an email from Vivamore.com 
2. I read a notice posted in a coffee shop 
3. I received an email through Iowa State University 
4. From a friend 
5. Other (please specify) ________________ _ 
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If there are any additional comments, insights, or experiences you would like to share 
with us about your Internet dating experience they would be appreciated. Feel free to 
make them here in the space provided or in a separate email. 
Thanks for your cooperation! I 
If you know anyone else currently using Internet personal ads who you think 
would be interested in participating in the study, please feel free to pass along 
the web address to the survey. If you have any further questions or comments 
please contact me: 
Kathleen S. Slauson 
Iowa State University 
411A East Hall 




Table 1. Distribution of Variables 
Variables N %orM 
Relationship Type 
Casual 75 16.2 
Platonic 175 37.8 
Long-Term 213 46 
Sex 
Male 289 62.4 
Female 174 37.6 
Age in Years 
18-21 134 28.9 
22-24 80 17.3 
25-29 52 11.2 
30-39 74 16.0 
40-49 70 15.1 
50-70 53 11.4 
MeanAge 31.0 
Marital Status 
Nevermarried 298 64.4 
Cohabiting/Married 37 8.0 
Separated/Divorce 112 24.2 
Widowed 16 3.5 
Chlidren 
Yes 130 28.1 
No 333 71.9 
Race 
White 411 88.8 
Non-White 52 11.2 
Educational Attainment 
High School 55 11.9 
Some College 289 62.4 
College Degree 77 16.6 
Greater Than College Degree 42 9.1 
Yearly Income 
Under $10,000 218 47.1 
$10,000-19,999 72 15.6 
$20,000-29,999 47 10.2 
$30,000-49,999 67 14.5 
Over $50,000 59 12.7 
93 
Table 1. Distribution of Variables Continued 
Hours Worked Per Week 
Do Not Work 92 19.9 
0-30 189 40.8 
31 Or More 182 39.3 
Region 
Northeast 18 3.9 
Midwest 329 71.1 
South 74 16.0 
West 42 9.1 
Population Density 
Urban 141 30.5 
Suburban 202 43.6 
Rural 120 25.9 
How Participants Heard About Study 
Email From lnterent Dating Site 197 42.5 
Email From Iowa State University 244 52.7 
Other 22 4.8 
N 463 
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Table 2. Relationship Type By Independent Variables 
Dependent Variable N Causal Platonic Long-Term 
Sex 
Male 289 92.0 50.9 61.5 
Female 174 8.0 49.1 38.5 
Age In Years 
18-21 134 20.0 44.0 19.7 
22-24 80 21.3 17.1 16.0 
25-29 52 5.3 10.3 14.1 
30-39 74 18.7 12.0 18.3 
40-49 70 18.7 10.9 17.4 
50-70 53 16.0 5.7 14.6 
MeanAge 33.4 27.5 33.1 
Marital Status 
Nevermarried 298 52.0 74.9 60.1 
Cohabiting/Married 37 18.7 6.9 5.2 
Separated/Divorce 112 25.3 16.0 30.5 
Widowed 16 4.0 2.3 4.2 
Chlidren 
Yes 130 30.7 21.1 32.9 
No 333 69.3 78.9 67.1 
N 463 
Note: Chi-square tests indicate that relationship types are statistically different 
across all independent variables. 
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Table 3. Regression coefficients for the effect of respondent characteristics on 
relationship type 
Casual Platonic 
Versus Versus Platonic 
Long- Long- Versus 
Term Term Casual 
Sex 
Male (omitted category) 
Female -2.461 *** 0.296 2.756 
Age 
Age at the time of survey -0.019 -0.34 * -0.015 
Marital Status 
Nevermarried (omitted category) 
Cohabiting/Married 2.719 *** 0.557 -2.162 
Separated/Divorced 0.716 -0.236 -0.951 
Widowed 0.745 0.221 -0.524 
Children 
No Children (omitted category) 
Children -0.831 0.286 1.117 
Controls 
Race 
White (omitted category) 
Non-White 0.760 0.723 * -0.037 
Educational Attainment 
High School -0.914 t -0.077 0.837 
Some College (omitted category) 
College Degree -0.639 -0.111 0.528 
Greater Than College Degree -1.366 * -1.455 ** -0.089 
Yearly Income 
Under $10,000 (omitted 
category) 
$10,000-19,999 -0.514 -0.169 0.346 
$20,000-29,999 0.973 t 0.329 -0.644 
$30 I 000-49, 999 0.500 -0.074 -0.574 
Over $50,000 0.588 -0.347 -0.935 
Hours Worked Per Week 
Do Not Work 0.067 -0.131 -0.198 
0-30 (omitted category) 






Table 3. Continued, Regression coefficients for the effect of respondent 
characteristics on relationship type 
Casual Platonic 
Versus Versus Platonic 
Long- Long- Versus 
Term Term Casual 
Region 
Northeast 0.003 -1.265 -1.268 
Midwest (omitted category) 
South 0.166 0.055 -0.111 
West 0.498 0.443 -0.054 
Population Density 
Urban -0.423 -0.253 0.170 
Surburban (omitted category) 
Rural -0.597 0.007 0.604 
How Participants Heard About the Study 
Email from Internet Dating Site -0.103 -0.355 -0.251 
Email from ISU (omitted category) 
Other 0.529 0.593 0.064 
N 
tp<.10. *p<.05. **p<.01. ***p<.001. 
/ 
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H4: Sep/Divorced X 
H5: Children X 
H6: Widowed X 
*Note: While the original hypothesis regarding age was unsupported, age was 
a significant determinate of the type of relationship sought when comparing 
platonic versus long-term relationships. 
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